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Rough Proofs 


The perfect name for an advertiser 
is that enjoyed by an exhibitor at the 
Chicago Furniture Mart: Consider H. 
Willett, Inc. 
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Mark Twain complained that 
everybody talked about the weather, 
put nobody ever did anything about 
it. But when the creator of Huckle- 
perry Finn was around, there were 
no Chryslers to tackle this interest- 
ing little job. 

Se °F 


The big mystery which always at- 
tracts attention during a hot spell 
is why men’s shirts have to have 
tails. 

vgs¥se *? 

And if shirt-tails have to be pro- 
vided as a part of shirts, why aren’t 
they worn outside, where they could 
catch a little breeze now and then? 
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A magazine writer talks about let- 
ters coming back from the dead-let- 
ter office. When they get to the dead- 
letter office, they’re like a lot of pub- 
lic enemies—they don’t come back. 
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Another magazine contributor tells 
of a youngster collecting “the red 
bulbs used in automobile tail-lights.” 
They go into the collections of hen’s 
teeth and frog-hair. 


wes 


Eddie Collins ought to hire him- 
self another ghost-writer. The one he 
' has now talks about “Alfred Eng- 
lish,” of the Cubs, and Woody has 
been in the big leagues for only ten 
years or so. 
vewy 


The star of the dental charm 
broadcast from the world’s fair Wed- 
nesday night was a young feller with 
a pleasing voice, named Lee Bristol. 


| | Maybe Fred Allen could use him in 


the Ipana programs. 


*  F 


“Queen of dental charm,” by the 
way, is about as inept a phrase as 
“queen of bath-tubs and plumbing fa- 
cilities’ would be for the winner of 
a bathing-beauty contest. 


vgy¥#seigy 
“Dental” suggests dentists, drills 
and bridge-work. And nobody loves 


a dentist, even if you do have to see 
s him twice a year. 


¥ v v 
Another radio network is in pro- 
“ess of organization. All they need 
fo insure suecess is a nice elastic 


s clock with plenty of evening hours. 


>  ¥ 
Porhan's is using the scheme of 
lving its prospects news photos of 
themselves as premiums. That will 
‘vince every consumer that he 
really ought to be in pictures. 


v v v 
Now that Old Gold is providing 
‘ay-boards for commuting  bridge- 
blayers, the Culbertson devotees will 
willing to swear there isn’t a 


“Ugh in 52 carloads. 


v v v 
to rest,” said Mrs. Roose- 
Simmons to her radio audi- 
~“®, ducking into Chicago for a few 
“tutes on her way to Sacramento 
Nd points west. 
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executives are investi- 
indards of practice in ad- 
& copy censorship. Look out, 
self-regulation is just around 
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GOOD FAIRIES 
VISIT JOBBERS 
CARRYING FOOD 


It Turns Out to Be Toast- 
_ master Campaign 


New York, July 26.—Waters-Gen- 
ter Company, of Minneapolis, secured 
concentrated attention for a new ad- 
vertising campaign on the Toast- 
master this week when relays of 
Western Union messengers began 
calling on jobbers throughout the 
country bearing gifts. 


About noon, the telegraph boys de- 
livered what looked like a luxurious 
millinery box. The startled jobbers 
opened the container somewhat ap- 
prehensively, only to find that what 
seemed to be a hat box was nothing 
less than a container for a number of 
appetizing foods. Most of the jobbers 
munched the goodies without worry- 
ing too much about the identity of 
the good fairy. 


Two hours later, the messenger re- 
appeared, this time bringing sample 
1935 Toastmasters and _ hospitality 
trays. The food in the hat box then 
took on new meaning. It was the 
kind recommended in recipes for use 
on the trays. 


The Third Phase 


Still another two hours elapsed be- 
fore the novel introduction to the 
trade was completed. Another mes- 
senger appeared, accompanied by a 
complete supply of sales material, 
including broadsides, booklets for 
consumer distribution, folders, order 
blanks and other promotion, all on a 
large enough scale to enable jobbers 
to get busy immediately. 

The distinctive introductory work 
was planned by the Minneapolis 
office of Erwin, Wasey & Co. 

The new campaign which starts 
Sept. 30 in The American Weekly 
and in newspapers in leading cities, 
is built around innovations in Toast- 
master and the Toastmaster tray 
idea. The toaster has been restyled. 
The timing clock has been made 
quieter. The control lever and han- 
dle are both larger and easier to 
handle. The casing is made of one 
piece and the legs have almost dis- 
appeared in what might be called 
loosely a “streamlining” of its outer 
surfaces. 

Wood has been substituted for 
chromium in the tray. This has 
several advantages, chief of which, 
from the sales standpoint, is the 
fact that in the three finishes, wal- 
nut, mahogany and sycamore, house- 
wives will find one to match their 
furniture. 


Dealers Get Broadsides 


Last year, the hospitality tray had 
six separate dishes for food. This 
year there is one large dish with 
that many compartments. The 1934 
tray had a smaller bread _ board, 
which allowed the toaster to slide. 
This year the cutting block is large 
enough to hold the toaster in place. 

An addition to the line is the 
breakfast tray, a smaller unit with 
single slice toaster and wedge- 
shaped food compartments. It is 
designed not only for breakfasts, and 
to reach a lower income group, but 
also for small parties. 

During the week, 40,000 broadsides 
were sent to dealers. Included in 
dealer materials on a minimum order 

(Continued on Page 22) 


RETURNS TO LISTS 
ANNOUNCING 


New Fairy Soap 
fo please all the family 


WOW TO BALTIMORE COMES [als FRAGRART, 
HEW-SHAPE CAKE THAT LATHERS WORE FREELY, 
LASTS LONGER. SURE TO 
OELIGHT AL TRE FAMILY... 
PLEASE THRIFTY MOTHERS 


= 


First advertisement in the new test 
campaign for Fairy Soap, product 
of the Gold Dust Corporation, 
which appeared in Baltimore last 
week. The soap, once among the 
most prominent national brands, 
has not been promoted nationally 
for several years. 


P&G SPONSORS 
INITIAL RADIO 
‘MUSICAL SERIAL 


Ivory Soap to Spend Million 
In 39 Broadcasts 


New York, July 26.—The first 
musical comedy series written es- 
pecially for radio will be presented 
by the Procter & Gamble Company, 
of Cincinnati, in September, at an 
estimated cost of $1,000,000 for time 
and talent for 39 weeks. Ivory Soap 
will sponsor the ambitious produc- 
tion, to hold the air for one hour 
every Saturday night from Sept. 15. 

Though one of Procter & Gamble’s 
competitors recently created some- 


(Continued on Page 21) 


Los Angeles Bureau 
To Promote Sale of 
$100 Electric Range 


Los Angeles, Cal., July 26.—An 
electric range merchandising plan, 
designed to encourage increased do- 
mestic consumption of the additional 
cheap electric power which Boulder 
Dam will make available here in ap- 
proximately 18 months, has just been 
announced by the Bureau of Power 
and Light of Los Angeles. The plan 
includes unusual features and will 
be watched with interest by the na- 
tion’s electric utility organizations, 
both public and private, it is pre- 
dicted. 


Specifications for Range 


By unanimous. resolution, the 
Board of Water and Power Com- 
missioners has authorized E. F. 
Scattergood, chief electrical engineer 
and general manager of the bureau, 
to invite proposals by manufacturers 
within 60 days for the purpose of 
fabricating and marketing an elec- 
tric range that will constitute a 
“price leader” in Los Angeles. 


Specifications drawn by engineers 
of the citizen-owned utility, and 
which have been forwarded to elec- 
trical appliance manufacturers 
throughout the country, call for ‘‘at 
least one design of electrical cook- 
ing equipment for this community, 
standardized as to electrical char- 
acteristics, and competitive, capacity 
for capacity, style for style, and com- 
parable as to price with the more 
advanced styling of the latest gas 
equipment, in order that it may re- 
ceive general public acceptance and 
earnest and enthusiastic sales pro- 
motion by the large merchants of the 
city.” 

Plan “Price Leader’ 


The new plan has for its objectives 
stimulation of local retail trade by 
establishing the electric range as a 
profitable demand-item among retail 
merchants; building up of per capita 
consumption of electric power in an- 
ticipation of the increased supply, 
and finally providing for consumers 
“new opportunities to reduce house- 


Loi Minute 


News Flashes 


Organize to Tell 
New York, July 27.—To banish 
and rum are synonymous and to exp 


Truth About Rum 


the popular misconception that liquor 
lain the peculiar virtues of the latter, 


rum producing and distributing companies will meet July 30 at Community 


Commerce Club to plan an advertisi 


ng campaign. One of the facts to be 


explained is why the famous Ontario quintuplets were given rum when they 


hovered in the shadow of death. 


Harrison McClung Goes to Pacific Coast 


Chicago, July 27.—Harrison McClung, copywriter of J. Walter Thomp- 
son Company, has been transferred to the San Francisco office, while Wal- 


lace Bornen, also a copy man, comes from San Francisco to Chicago. 


McClung was one of the three men 
all copy. 


Mr. 
in the Chicago office responsible for 


Toledo, O., July 27.—Through a newly-organized subsidiary, Thermo- 
pane Company, Libbey-Owens-Ford Glass Company has acquired rights to 
a revolutionary double glazed window which reduces the flow of heat and 


cold. Charles D. Haven, of Milwau 
company, whose advertising will be 
Corporation. 


kee, the inventor, will head the new 
placed by United States Advertising 


A. N. A. Issues New Circulation Study 
New York, July 27.—The Association of National Advertisers has just 


issued a revised edition of “A Rate 
Trade and Technical Publications,” 


and Circulations Study of 229 Class, 
a factual presentation to help the 


buyer of advertising. The price to non-members is $5. 


hold labor through the medium of 
electric energy.” 

Directing the range campaign is 
Burdett Moody, business agent of the 
Bureau of Power and Light. The plan 
embraces a cooperative effort includ- 
ing all factors of the industry, with 
the bureau occupying the hub of the 
sales wheel. Pointed out as the most 
significant feature of the proposed 
new sales plan is the attempt to es- 
tablish a “price leader.” It has been 
the contention of Mr. Moody that 
electric ranges, however’ superior 
they may be as cooking appliances, 
involve the presentation of technical 
information which buyers have diffi- 
culty in visualizing, particularly 
when the task falls to inexperienced 
salesmen. 


The Competitive Situation 


“It is difficult to sell an electric 
range in competition with a gas 
range selling for considerably less 
money when style and capacity of 
both appear identical,” Mr. Moody ex- 
plained. “Furthermore, electric 
ranges as now produced appeal pri- 
marily to the upper classes. Conse- 
quently, sales have been so limited 
that the manufacturer cannot create 
sufficient sales volume to justify vol- 
ume production with its attendant 
lower prices. We propose to correct 
this condition.” 

The first step taken by the bureau 
to establish a price leader in the 
electric range field was the drawing 
up of certain specifications for a 
model to be featured under $100. 
This was done by bureau engineers. 
Upon completion of the specifications, 
a supporting plan for merchandising 
the range was carefully developed 
by Mr. Moody and the Dan B. Miner 
advertising agency. 

The bureau will assume a large 
share of the burden of advertising 
the campaign model. A sizable bud- 
get has been pledged for advertising 


(Continued on Page 21) 
Cigarette Tax 
Is to Be Based 
On Length Now 


Washington, D. C., July 25.—As a 
result of the cigarette tax muddle 
brought on by the introduction of 
ll-inch cigarettes by Axton-Fisher 
Tobacco Company some months ago, 
as reported in ADvERTISING AcE, Guy 
T. Helvering, commissioner of in- 
ternal revenue, this week issued 
orders to collectors setting up a new 
basis for cigar and cigarette taxes 
in which the length of the smoke is 
an important factor. 

Cigarettes weighing not more than 
three pounds per thousand continue 
to carry a tax rate of $3, and cigar- 
ettes weighing more than _ three 
pounds per thousand likewise con- 
tinue at the $7.20 rate, provided, 
however, that they measure “not 
more than 6% inches in length.” 

For cigarettes weighing more than 
three pounds per thousand and ex- 
ceeding 6¥, inches in length the 
regulations provide that “each 2% 
inches (or fraction thereof) of the 
length of each to be counted as one 
cigarette,” with the rate to be $3 
per thousand cigarettes. 
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ADVERTISING AGE 


July 28, 1934 
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THE QUALITY GROUP 
NEWSSHOT 


No. 7 


PEERLESS AUTO 
PLANT PRODUCES 
CANADIAN BREW 


JULY 


how many), 


ssSFRED FAC z 


are new fo you? 


MS Cx rt 


A BRIGHT MAN HAS SAID —~> 


“Before 40 life is a matter of making a 
living; after 40 it is living.” 


“WHO’S WHO” 


— 


> 


In “Who's Who in America” the letter “A” 


was taken complete and divided by occupa- 


tions. Look! 
Men 40 
and over 
Bankers and capitalists............-. 100% 
Engineers, architects, chemists...... 100% 
economists, accountants ............ 100% * 
Army, navy, government officials... .100% 


College presidents, educators........ 99% 
LAWYECTS, JUGQES ... 0.0 ccccesecceers 98% 
CIOPRYMEN cosccccccrsccssscnnscess 98Y, 
Physicians, surgeons ...........+.+¢. 98% 
Corporation executives, merchants.. 96% 
Artists, actors, musicians............ 94G 
Publishers, editors, authors.......... 93% 


OR TAKE IT ANOTHER WAY — 


THE MANUFACTURER 


THE QUALITY GROUP 


Company Directors Older Age 
Guaranty ‘Trust Co. of 

SR, Sea eee 40 100% 60 
Metropolitan Life Ins. 

Ne ete a ar Ea 32 100% 64 
Associated Gas & 

ae 8 100% 55 
Chesapeake & Ohio Ry.. 24 100% 62 
National City Bank of 

a We pargeertat exes 54 100% 58 
American Tel, & Tel. Co. 29 100% 58 
Atchison, Topeka & 

SONS FO Be... cesss 28 100°, 63 
Pennsylvania Ry. ...... 30 100° 63 
National Biscuit Co.... 29 100% 59 
International Harvester 

We ards waltuxiskn eo 24 100% 63 
Union Pacific Company 34 93% 55 
New York Life Ins. Co.. 88 100% 63 > 
Travelers Insurance Co. 27 100% 63 
Northern Pacific Ry... 26 100% 61 
Consolidated Gas Co., 

Se rere 25 100% 59 
Eastman Kodak Co.... 19 100% 66 
United States Rubber 

Sn,  aaheaieN are kh hisleew x6 18 92% 53 
General Electric Co.... 40 100% 65 
Sears Roebuck ........ 15 100% 50 
R. H. Macy & Co...... 12 100% 7 
Westinghouse Elec. 

eae 27 100% 63 
General Motors ........ 43 93% 4 
ae A CO See 14 86% V3 
N. ¥. Central Ry...... 32 100% 61 
N. Y., New Haven & 

Cole 2 27 100% 63 
American Smelting 

& Refining Co........ 25 100% 59 

[20 3.) Se ane 760 98° 58 


Officers 40 Years 


and or Average 


who comes under the general heading of a 


“Quality 
these figures. 


Advertiser” 


should take heed of 


Many already know them 


but it is good to realize specifically how im 
portant it is to select mediums which are 
edited for men and women of maturity 
i. e. people over 30. 


—_——s 


with its quality circulation of 350,000 covers 
approximately one-third of the entire mar- 


ket open to the quality advertiser. 
per cent are over 30 


of Plenty. 


Seventy 
dwellers in the Age 


THE QUALITY GROUP 


HARPERS MAGAZINE 
CURRENT HISTORY 


SCRIBNER’S MAGAZINE 


FORUM MAGAZINE 
REVIEW OF REVIEWS 


997 FIFTH AVENUE, NEW YORK 


Bohannon Becomes President 
Of New Company 


| Cleveland, O., July 26.—With com- 
pletion of national distribution, the 
Brewing Corporation of America has 
launched a magazine campaign of 
considerable proportions for Carl- 
ing’s Red Cap Canadian ale. News- 
papers will be largely used, depend- 
ing upon performance of the com- 
pany’s 43 distributors. 

Interest is given plans of the 
Brewing Corporation of America by 
virtue of the fact that it is the 
wholly-owned subsidiary of the old 
Peerless Motor Car Company, which 
suspended operations in July, 1931 
when it “faced a dead wall of price 
non-acceptance.” 

The same 2,500 stock holders who 
drew dividends from Peerless for so 
many years are represented by the 
new company, whose president is | 
James A. Bohannon. It was Mr. Bo- | 
hannon, credited with being the first 
man to build an eight-cylinder car to 
sell at $1,000, who sounded the death- 
knell for Peerless two years after he 
became president. 

With the return of beer, Mr. Bo- 
hannon received many suggestions 
that the company turn to the manu- 
facture of that brew. He vetoed this 
idea, but became interested in mak- 
ing the ale which won renown in 
Canada and finally entered into ar- 
rangements with the Canadian con- 
cern by which his company was au- 
thorized to sell and market the brew 
in the United States. 


Stockholders Attend 


The formal opening of the brewery 
last month attracted a large ma- 
jority of the 2,500 stockholders, as 
well as most of the officers of the 
Brewing Corporation of Canada. This 
brewery, incidentally, is housed with- 
in the same four walls which once 


held the highly efficient Peerless 
manufacturing plant. 
Meldrum & Fewsmith are in 


charge of Red Cap Ale advertising. 
One of their introductory moves was 
insertion of a Carling’s Canadian Ale 
section in the Cleveland Plain 
Dealer. 

Magazines on the schedule are Es- 
quire, Fortune, Golfdom, Harper's | 
Bazaar, The New Yorker and Time. | 


New lvory Shaving 


Cream Starts Broadcasts 


Procter & Gamble Company this 
week launched a twice-a-week radio 
program on behalf of its new Ivory 
shaving cream over four New Eng: 
land stations located in Boston, 
| Providence, Hartford and Worcester. 

The new cream was introduced in 
New England Jan. 1 and has been 
tested in newspapers in several cities. 
Newspapers were used to announce 
the radio program, which features a 
letter-writing contest with $100 first 
| prize and ten $5 certificates good at 
i stores. 

The company has not yet taken the 
|product outside of New England. 
Blackman Company is the agency. 


“United States News” 
Opens Chicago Office 


United States News, Washington, 
|D. C., has opened its own Chicago 
office at 180 N. Michigan Ave. Nor- 
man O. Mick, who has represented 
| both the United States News and 
Review of Reviews, is in charge, giv- 


ing the News all of his time. 

Review of Reviews is now repre-| 
sented in Chicago by Mark Selsor, 5| 
|S. Wabash Ave. Mr. Selsor was for- | 
merly advertising manager of the 
| magazine. 


Gordon Has Own Business 


J. M. Gordon, for the past three 
years with the artists’ paper and) 
; board division of the Milton Paper 
Company, has resigned that position 
and established his own business at 
11 W. 42nd St.. New York, as a 
| wholesale distributor of 
paper and boards. 


artists’ | 


— 


STRANGE PICTURES IN CRYSTAL BALL 


VPSEER Matic 


site 
RUS CHOMOME 


At the behest of the magician, four scenes appear in sequence in the 
18-inch globe. The window display was designed for Allen Industries 
Inc., Detroit, by A. Wagenhals. 


—-. 


Shift Packard 
Personnel as 
New Car Looms 


Detroit, Mich., July 26.—Important 
personnel adjustments have been 
made by Packard Motor Car Com- 
pany in anticipation of its smaller 
new car. 

M. M. Gilman, general sales mana- 


ger, will be in charge of all Packard | 


sales activities. R. E. Chamberlain, 
former general sales manager and 
for several years manager of the 


factory branch at Buffalo, N. Y., has 
been recalled to Detroit to become 
sales manager of the present Pack- 
ard division. A sales manager for the 
smaller car is yet to be named. 


—== 


F. H. McKinney, general sales an 
advertising manager, has been ap. 
pointed director of advertising and 
sales promotion. In this capacity, he 
will be entrusted with advertising 
for the new car as well as the lines 
now being made. J. A. Gilray wil! 


‘or Packard cars. 

The new car remains 
President Alvin Macauley’ merely 
‘informing dealers that it would in 
ino way compete with the present 
| Packard, 


Press Has New Branch 


The Charles Schweinler Press of 
New York, which prints Litera 
Digest, Boy’s Life, Christian Heral 
and all Munsey and McGraw-Hi 
publications, has leased 15,000 squar 
| feet in the Waverly Terminal, Eliz 
ibeth, N. J., former Durant plant. 


1934-35 EDITION IN PREPARATION 


Metal and 
Mines the World Over 


to 


Distribution 


Non-Metallic 


Our method of filing and indexing catalogs into a handy industry 
Catalog is accepted today by manufacturer and mine official alike. /¢ 
places in the hands of the buyer the kind of buying data he requires 


in the way he likes to have it. 


It assures complete and waste-free distribution to all worthwhile 
operating officials, who plan, specify, requisition and buy. There is 
but one charge for the entire service—preparing Catalog—printing— 
indexing—distributing—merchandising—a charge which compares {a- 
vorably with any one of these steps taken individually. 


Although Metal-Quarry Catalogs 
service starts as soon as you give 


will be distributed in the fall, the 
us the order to prepare copy. Start 


your Catalog now so as to have it right—a job that will satisfy your 
prospects and customers when they are seeking buying data on your 


equipment, service or supplies. 


McGRAW-HILL PUBLISHING CO,, In¢ 


CATALOG & DIRECTORY DIVISION 
330 West 42nd St., New York City, N. Y. 


continue as sales promotion manager 
; 


a mystery 


. 
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pastures for your product— keep them green — by 


supporting them with Spot Broadcasting over the facilities 
of these outstanding stations. 


TOTAL BROADCAST ADVERTISING VOLUME 


April May Jan.-May 
il networks. ..... $3,739,719.00  $3,728,481.00  $18,833,357.00 
61,888.00 44,559.00 281,473.00 
2,868,350.00 3,149,090.00 13,626,026.00 


. $6,669,957.00  $6,922,395.00  $32,740,856.00 


Cumulative 


oS Ee ae a ee pe pre ee Peg ee ee ae 
3 
_ rw re NBC 
. Baltimore......... NBC 
. Birmingham... .... . CBS 
0 NBC 
EO Peace NBC 
OS eee ee NBC 
Peter. CBS 
| os co we vi § ers NBC 
, Post Worth ....i6%s NBC 
« Met Springs... «1 sss NBC 
Se NBC 
. Indianapolis... .....CBS 
> eee NBC 
a. kN NBC 
, MOD. sk ee NBC 
, RARRWEIEE sé 6s Ke ee CBS 
5) eee ee NBC 
. Milwaukee ........ NBC 
y, , | WSM a NBC 
‘OU, as an advertiser, probably have markets where a Oe wie: ll, NBC 
dollar spent for advertising comes back many times in a NBC 
profits—and markets where a dollar spent for advertising WMCA . New York... ...... ABS 
is a dollar spent. *KEX ..Portland.......... NBC 
*KGW ..Portland.......... NBC 
Why buy the goat markets? a NBC 
ESL... SaltLakeCity....... CBS 
Spot broadcasting offers you an opportunity to choose WOAI . San Antonio. ....... NBC 
only the green pasture markets which will justify and *KJR .. . Seattle... 2.2. ..... NBC 
make profitable an advertising expenditure and— ewe — Ee Ree eee NBC 
KTBS .. Shreveport......... NBC 
to appropriate a sum for radio advertising in direct — mane et a ee one 
proportion to the individual market’s profit potentialities. RR 5 MR th eet on ~— 
Wawem . Tempa.........5. CBS 
Some of these territories are almost sure to be greenback i | = | , | | | | | | | | eo 


“Indicates stations located in same city under same 


management, 


Represented throughout the 


United States by 


EDWARD PETRY & CO. 


Incorporated 


NEW YORK - CHICAGO - DETROIT 


SAN FRANCISCO 
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4 ADVERTISING AGE 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


July 28, 193, 


ee 


Information 


for Advertisers 


The following documents may be g& 
cured without charge by any nationa) 
advertiser or advertising agency fro), 
the companies sponsoring them, 
through ADVERTISING AGE. 


AMONG HIS SOUVENIRS 


Publication Office, 537 S. Dearborn St., Chicage 
New York Office, 330 W. 42nd St................ 

G. D. CRAIN, Jr., President 
KENNETH C. CRAIN, Vice-President 


....... Tel, HAR. 7504 
....Tel. BRyant 9-6432 

and Publisher 
E. KEBBY, Secretary 


or 


No. 620. Paper. 

An exceptionally attractive fo},,, 
issued by International Paper (yp 
pany containing a portfolio of py: 
ness forms and advertising ide, 
printed on International papers, 


S. R. BERNSTEIN, Managing Editor 
MURRAY E. CRAIN, Associate Editor HAROLD MONAHAN, Eastern Editor 


Correspondents in All Principal Cities 


No. 621. Route List of Portlang 
’ as . Retail Grocers. 
: tat 
be Aaveiiig Cuprenetetive : Published by the Portland (,, 
W. E. DUNSBY, Vice-President and Eastern Mgr., New York O. L. BRUNS, Chicago gonian, this grocery route list yy 
SIMPSON-REILLY, Russ Bidg., San Francisco, WALTER S. REILLY, Manager only contains explicit directions fy, 
& Bendix Bldg., Los Angeles, GORDON SIMPSON, Manager routing salesmen to grocery outle, 
ei B. FRANK COOK, Walton Bldg., Atlanta, Ga. in Portland, but it also contains , 
directory of wholesale grocers ay) 
a buyers, chain store groups and byy 
es Volume 5, No. 30 July 28, 1934 5 Cents a Copy, $1 a Year ers and buying associations. 
e : No. 584. Baking Industry Facts ani 
. é ki M ° h h A Figures. 
* Ma Ing ore Business T roug ir A carefully selected and coordi. 
y - o e 
‘-s nated collection of statistics on the 
= Conditioning baking industry, presenting muc) 
* Business men have been bemoan-;dle of winter, and yet business is Me a na a 6 a 
- ing the necessity of summer slumps] expected to go forward without hesi- ng Ra 5 ae on 8, etc. Published 
2 for years, but have done very little|tation under conditions which in y - 
- about it. The principal reason ftor| many cases are far worse, from the The N ene ae No. 558. Fawcett’s Broadcaster. 
i . - e New orker, 
A summer slumps, as everybody knows,| standpoint of the bodily discomfort . , A very attractive and interestin: 
% is that hot weather saps the ener-|and loss of energy involved, than "That was in '26. Now here | am again in the spring of '29." tabloid news bulletin issued reg 
4 gies of buyers and sellers, and makes | working in the cold. 


larly by Fawcett Publications, Inc, 
giving a highly pictorial presenta 


it more difficult to do business, no “very advertiser should be inter- 


a : : ; tion of the editorial, circulation ani 
Saw matter from which side a sale is|ested in having his own establish- VU ® f th Ad ti , 

a a ok ; : re : é promotional activities of the Fawcet; 

‘te approached. ment cooled in summer, and in urg OIce '@) ] ver iser Women’s Group. Also contains mua 

q Today, when the advantages of|ing that those of his distributors and 


marketing and statistical informa 


air conditioning are not only under- tion. 


but have been demonstrated 
in the case of moving picture thea- 
ters, railroads and restaurants, it is 
literally amazing that so few com- 
panies have converted the liability of 


dealers likewise be improved in this 
way. If business men as a whole 
got behind the general idea of beat- 
ing the summer slump through air 
conditioning, they would increase 
sales volume in the summer months 


Hall Gives Views 


on Self-Regulation 

To the Editor: Referring to the 

editorial in the current issue entitled 
“Mr. Palmer Is Right.” 

I am not sure that Mr. Palmer is 


New Postal Rules Help 
Third Class Papers 


To the Editor: The July 23 issue 
of the Postal Bulletin (No. 16468) 
contains the new amendment to the 
Postal Laws and Regulations on a rate 


stood, 
No. 531. Herself. 
A beautiful and impressive bro 


chure published by McCall’s, stress. 
ing the value to advertisers of th 


hot weather into a business-getting 
asset. The public is discriminating 
in favor of air-conditioned establish- 
ments, where a choice is provided, 
but thus far all too few business 
houses have removed the biggest 
barrier to successful summer busi- 
ness. 

Go into the average department 
store on any hot summer day and 
you will find employes sweltering 
and customers tired and discour- 
aged. Advertising cannot overcome 
conditions like this. Yet if the store 
were air-conditioned, the sales peo- 
ple would be alert and enthusiastic, 
the customers cool and interested, 
and the sales volume would soar, 
compared with its movement under 
present conditions. 

Think what this would mean to 
manufacturers who are advertising 
to the public, urging them to see 
their dealers, and yet realizing that 
with retail establishments as unin- 
viting as they usually are during hot 
weather, a great many prospects will 
decide to wait until a more propi- 
tious time to inspect the goods. 

This is really a major problem of 
business, and yet it is discussed as 
though it were merely incidental. 
Everybody realizes that employes 
and customers could not do business 
in an unheated building in the mid- 


The A. F. A.’s 


Both the Advertising Federation of 
America and its new president, Ches- 
ter H. Lang, are to be congratulated 
upon the choice of the General Elec- 
tric publicity chief to lead the larg- 
est advertising organization of the 
country during the coming year. 

It is a fine recognition of Mr. 
constructive ad- 
vertising. He has appeared on many 
advertising programs and has made 
a uniformly favorable impression be- 
cause of his sound, common-sense 
views regarding the application § of 
advertising to the problems of pro- 
moting sales at He 


Lang's service of 


minimum cost. 


from 30 to 50 per cent with little 
additional effort or expenditure for 
advertising or sales promotion. In- 
stead of dodging the prospect of 
visiting a hot, stuffy store consumers 
would welcome the opportunity to 
enjoy its cool, pleasant atmosphere. 
The continuation of present condi- 
tions means that a large part of the 
advertising manufacturers and 
merchants is wasted, because a pro- 
hibitive penalty is imposed on the 
efforts of the customer who wants to 
make a purchase. No matter how 
attractive the product, the purchaser 
is asked to subject himself to dis- 
comfort and inconvenience in order 
to see and buy it. In many cases 
he declines to accept the penalty and 
transfers it back where it belongs, 
to the business man who would like 
to make the sale, but refuses to 
equip himself properly to do so. 
Chrysler and other aggressive mer- 
chandisers are coming into the air 
conditioning field with plans to pop- 
ularize low-priced equipment for 
business establishments and homes. 
They have not arrived a moment too 
soon. This year’s terrific heat over 
most sections of the country will 
convince a lot of people who have 
been waiting for something to hap- 
pen in air conditioning that 
have waited long enough. 


of 


they 


New President 


has the advertiser’s viewpoint, which 
the correct from 
study advertising problems. 
The Federation has received great 
impetus during the past year as a 
result of the fine services of Edgar 
Kobak as president. 


is one which to 


He will carry 


}on as chairman of the board and will 


lend invaluable aid to the new presi- 
dent. With the Lang-Kobak team 
in action, we may expect to see the 
vigorous and forward-looking resolu- 
tions of the A. F. A. at the New York 
convention in June given a practical 
interpretation in terms 
and immediate action. 


of positive 


more than 50 percent right in claim- 
ing, from the viewpoint of a news- 
paperman, that “In the past adver- 
tising has done more than any out- 
side force to correct its own abuses 

It will do its own house- 
cleaning.” 

I pay my respects to the New York 
Times and certain other outstanding 
newspapers for the fine advertising 
standard they have maintained, but 
it is notorious that newspapers as a 
class were much slower than maga- 
zines as a class to debar some of the 
worst forms of advertising. I can 
be very specific. During the most 
recent wave of tuberculosis remedy 
advertising (I sincerely hope it will 
be the last wave) a very large num- 
ber of newspapers carried advertis- 
ing boldly proclaiming that a certain 
patent medicine “goes into stomach, 
gets into the blood and kills the 
germs that lead to tuberculosis.” 
When I asked a large association of 
newspaper publishers if a member 
could run such advertising and re- 
main in good standing the snooty 
reply was “We do not attempt to reg- 
ulate the morals of our members.” 

So much for the self-regulating 
system as it existed shortly after the 
World War! I hope there is a more 
chastened and sounder spirit today, 
but at that, I think the case of the 
advertising world is very much like 
the case of the moving picture world 
—that is—it will take an indignant 
public to bring about a real house- 
cleaning job. When the slow ears of 
the movie magnates heard the les- 
sening of the tinkle of the cash reg- 
ister, they grabbed their brooms in a 
hurry. 

The advertising world has only it- 
self to blame for the critical spirit 
that has grown steadily on the part 
of the general public. Five years ago 
when other divisions of business 
were being overhauled, the clarion 
cry went out from a leading adver- 
tising journal that “It is a fatal mis- 
take to try to fix advertising.” The 
conclusion was that advertising is 
something to be used—not fixed of 
its evils and wastes. But the fixing 
is going on and will go on until about 
all that should be fixed is fixed. 
Blessed be the fixers—whether they 
be outsiders or insiders. 

S. RoL_anp HALL, 
faston, Pa. 


of postage on periodicals weighing 
over eight ounces not entered as sec- 
ond class matter. 

The bill has passed congress and 
is now a law and any publisher who 
is not entitled to second class entry 
for any reason whatsoever, such as 
lack of sufficient paid circulation, or 
the fact that he is carrying samples 
of paper in his magazine, such as 
inserts that are advertising paper 
stocks on which the sample is 
printed, and has at least twenty-five 
per cent of his publication devoted to 
editorial matter, and will wrap and 
mail his magazines under the same 
conditions as second class matter is 
handled, may upon application get a 
rate of two ounces for one cent, re- 
gardless of the weight of the copy. 

In the past, you know, a publica- 
tion of this type had to pay for the 
full pound under fourth class mat- 
ter as soon as it reached eight 
ounces. On magazines weighing ten, 
twelve or fourteen ounces, this was 
a very decided handicap, as they paid 
all the way from seven cents to six- 
teen cents a pound, and were penal- 
ized for quite a few ounces they did 
not use per copy. 

I thought perhaps your readers, 
both in the business paper and the 
general advertising fields, might like 
to know this. It is going to make it 
possible for controlled circulation 
papers to develop without postal 
handicap. 

MARSHAL HAyYwoop, 
General Manager, Shears, 
Lafayette, Ind. 


7" ¥ ¥ 


Still Interested 


To the Editor: Enclosed is $1 for 
a year’s subscription to ADVERTISING 
AGE. 

After 50 years of advertising I am 
still interested in what the boys are 
striving for. The strangest part of 
all is that the younger element is 
apparently making the same mis- 
takes that we older birds made when 
we were boys, and some of the mid- 
dle aged fellows are just awakening 
to the fact that advertising copy dur- 
ing the past several years has been 
a bunch of blah blah bunk. 

Every advertising man in the 
country should read ADVERTISING AGE. 
The great trouble with a majority of 


divisional make-up of the magazine 
This brochure is devoted primarily 
to the Style and Beauty section, ani 
includes beautiful reproductions 
the covers of this section. 


No. 608. An Advertiser's Best Frien 

Is a Mother. 

“And a mether’s best friend ii 
Parents’ Magazine,” according to thi 
folder, which emphasizes the pecu 
liar place in the market occupied }! 
mothers. 


No. 612. There’s a Turn to Color i'| 

Magazine Advertising. 

A fascinating contrivance tha 
points out the value of color in aé 
vertising, and especially in Cosme 
politan, through the medium of } 
“turntable,” upon which college pel 
nants, national flags, ete., are dé 
picted, as well as the products, 
colors, of leading advertisers. 


No. 539. Charts Showing Consume 
Preference for Various Products. 


These charts, prepared by statio 
WLW, Cincinnati, show consumeé! 
preferences for various types of a¢ 
vertised merchandise, such as coffee 
cigarettes, autumobiles, etc. Becaus? 
of their confidential nature, they ar 
supplied upon request of majo! 
executives only. Only charts dea! 
ing with the inquirer’s own industt! 
are supplied. 


No. 511. The Eyes of the World a 
on Chicago. 


An unusually interesting brochut 
published by General Outdoor Advér 
tising Company, pointing out th! 
A Century of Progress is providint 
much additional circulation for Ch! 
cago outdoor displays this year. 
especially valuable feature is 
manner in which locations * 
spotted on a map of the city 4 
tied up with actual photographs ® 
the site. 


— 


our advertising men and women wh 
aspire to prominence in a short pe 
is that they live within their ™ 
personalities and don’t really 2° 
what is going on in the great " 
of their profession. ‘ 

I’m still in the ring, although * 
invalid. 

CHas. H. Mort 

Borgess Hospital, Kalamazoo, Mich 
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City and Suburban 


How the 12 largest magazines and the Sunday 
News reach the families of New York City and 


Suburbs. 

Magazine A 
B 
C 
D 
E 
F 
G 
H 
| 
J 
K 
L 

Sunday News 


COVERAGE 


New York City 
3.0°, 
8.9 
6.6 
4.4 
39 
5.8 
8.7 
6.1 
3.9 

12.8 
7.6 
6.3 

64.1¢, 


City & 
Suburban Suburban 
9.9% 42e; 
12.3 8.3 
7.1 6.8 
9.0 6.3 
8.9 6.9 
11.8 8.3 
8.1 8.4 
8.8 7.2 
8.5 5.8 
12.8 12.8 
10.3 8.7 
10.2 8.0 


41.6°¢; 547°; 


‘zine figures from latest circulation books. Sunday News 


from March 29, 1934, audit. Coverage figures based on 


ensus. 


You can miss 90% of the families in 
Lame Elbow 

And no harm done 

You won’t throw any factory hands on 
Relief 

Or take a penny from profits! 

But miss 90% of New York City 

And millions of people stalk placidly 
past your product 

Miss 90% of the city and suburbs, and 
eleven million people won’t miss you! 


Oxry one magazine gives you as much 
as 10% coverage in New York City 
and suburbs 

The remaining eleven leading national 
magazines have from 4.2% to 8.7% 
family coverage 

Which is coverage with a very small ‘‘c”’ 

You can double up on your media 

And double up on your cost 

And get into more magazine homes 

But all 12 leading magazines give only 
1,412,608 unduplicated circulation 

In New York City and suburbs 

At a cost of $72,200 per page 

Of which $7,500 is charged against city 
and suburbs 

You get more circulation in Lame Elbow, 
too 

Which you may not care about, espe- 
cially 

But rather than try to cover New York 


magazine 
DOESN’T MISS 


this mayor mankel 


At $72,200 a page 

Consider another magazine 

Whose circulation is national in size 

But local in spread 

Set in a handkerchief-size area 

That makes 18% of the country’s retail 
sales 


‘Te Sunday News is bought as a news- 
paper 

And read as a magazine 

In 113 cities of 10,000 population and 
over 

It reaches 20% or more of the families 

Averages more than half the families 

And the total cost per page is only 
$1,710— 

In New York City and suburbs, the Sun- 
day News reaches 1,622,148 homes 

More homes than are reached by all 12 
leading national magazines! 

Do you like a five to ten per cent job in 
New York? 

Or could you use the Sunday News? 

Which doesn’t thin out in the city 


The Sunday News reaches two-thirds of 


New York City families 
Reaches two out of five suburban homes 
At the lowest cost in the best market! 
Either with national magazines 
Or alone 
The Sunday News is a swell medium to 
have working for you! 


SUNDAY NEWS 


_ New oaks Picture Newspaper 


220 EAST FORTY-SECOND STREET, NEW YORK CITY 


Tribune Tower, Chicago 


+ + Kohl Building, San Francisco 
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Affiliate of 
Pepsodent in 
Grocery Field 


Chicago, July 
wholly-owned subsidiary 
dent Company, Chicago, is conclud- 
ing a successful test campaign in 
Michigan and Indiana on a new pec- 
tin powder which bears the same 
name as the company. National dis- 
tribution will probably be pushed as 
a result of the test. 

K wik-Set, Inc., claims to own basic 
patents which will protect it against 
the competition of all other pectins 
made from powder. Heretofore, the 
most successful pectin on the mar- 
ket has been a liquid, which, how- 
ever, sells at 35 cents, in contrast 
with the retail price of 20 cents es- 
tablished for Kwik-Set. 

The longevity of the new pow- 
dered pectin is also a powerful ar- 
gument. Heretofore, liquid pectins, 
used by housewives during the home 
canning season as an aid in getting 
fruits to jell, have usually been re- 
turnable to the maker. Since the 
new powder does not deteriorate, ac- 
cording to the makers, there will be 
no necessity for calling in stocks at 
the end of each canning season. 

Most of the pectins on the market 


26.—K wik-Set, Inc., 
of Pepso- 


The 
Indianapolis 


HOME MODERNIZATION 


MOVEMENT 


| have been made from apples, it is 


| said, while Kwik-Set is manufactured 


from citrus fruits. This explanation 
has met with high favor from resi- 
| dents of Michigan and Indiana where 
newspaper advertising has capital- 
ized the prestige of oranges and 
lemons. 

Lord & Thomas place the advertis- 
ing for Kwik-Set, which is distrib- 
uted through grocery stores by a 
different organization than that 
handling sales of Pepsodent. 


Brewers Warned 
Not to Ballyhoo 
Alcohol Content 


New York, July 26.—In a stirring 
bulletin to its members, the United 
States Brewers’ Association this 
week, urged breweries in no uncer- 
tain terms to “stop advertising alco- 
hol in any form whatever, whether 
by inference or direct statements 
either on labels, in newspapers, bill- 
boards or direct mail.” 

The bulletin took cognizance of 
previous warnings issued to mem- 
bers, of the fact that now the Fed- 
eral Food and Drug Administration 
is intending to begin seizure of mis- 
labelled beer shipped in interstate 
commerce, and also of the code au- 


thority’s interpretations of misbrand- 
ing and mislabelling. 

“People buy beer for the flavor 
and quality, and especially in the 
summer is there an aversion against 
heavy beer, and particularly on the 
part of women, who represent your 
new market. 


“There is another reason why, if 
they are wise, they will abandon the 
fallacious attempt to market beer by 
alcoholic content,” the bulletin con- 
tinues, speaking of mislabellers. By 
stressing alcoholic content, such 
brewers “are playing directly into 


the hands of reorganized dry ele- 
ments who are already on the war-| 
path in their campaign of restrictive | 
regulation and misrepresentation of 
the brewing industry.” | 


A label reading “Does not contain 
more than 6 per cent alcohol by 
volume,”’ when the contents contain 
only feur or five per cent, is specif- 
ically cited as a horrible example. 
Another is “THIS BEER IS 12 PER 
CENT,” printed in large type, fol- 
lowed by “proof” in small type. 


“The undoubted intent of empha- 
sizing or mis-stating alcoholic or ex- 
tractive contents is due to the belief 
in the minds of many brewers that 
the public is today alcoholic minded 


and will prefer beer of heavy 
alcoholic content and extract. We 
say to such brewers, ‘YOU ARE 


WRONG,’” the bulletin concludes. 


THAT SELL 


Indianapolis has long been known as a city of homes 
and the Indianapolis Radius as a large and profitable 
Its more than 2,000,000 residents are 
hospitable, home-loving folks . . . more typically 
American, perhaps, in tastes and habits, than any 
other similarly-sized, compact group to be found in 
the land. The sort that have a fine appreciation of 
the amenities of life . . . that take great interest in 


the substantial things that make for a more pleasant, 


home market. 


comfortable and convenient living. Here home in- 


of the family incomes. 


makes this an even more 


profitable market for 
home products 


The home and building page, now ap- 
pearing every Saturday in The News in 


co-operation with the national 


modernization movement, offers advertis- 
ers of home products a perfect tie-up for 


their advertising. 


THE 


home 


If you have a better home heating plant, an improved 
washing machine, a new convenience for the kitchen 
—or any product that will add to the comfort of 
home living—sell it in the Indianapolis Radius. 


terests dominate, and home needs get a large share 


A great home newspaper, The News, with its more 
than 145,000 circulation, 97 per cent of which 
home delivered, is capable of cultivating this market 


TO THE HOME 


with exceptional economy and profit . . . ALONE. 


SELLS THE INDIANAPOLIS RADIUS 


NEW YORK: 
Dan A. Carroll 
110 East 42nd Street 


CHICAGO 
J. E. Lutz 


‘the mails or 
|or placed on 


INDIANAPOLIS NEWS 


180 N. Michigan Ave. 


— 


NEW CHANNEL OF DISTRIBUTION 


“ae 


Most 


What? wh: 


at a drug store? 


assuredly) 


ana What lovely st ckings! 


You buy with confidence~and conven- 
ience — at your drug store... knowing 
you're getting quality-tested munheniiny 
That’s what WANDYNE stockings are: 
exquisite, quality-tested hosiery — fully 
guaranteed! 

Full-fashioned of four thread super- 
high-twist silk, WANDYNE stockings 
are clear of tone and wondrously semi- 


D8* pi 


AT YOUR DRUG STORE 
for your convenience, night of day. 


sheer. And with all their they 
are double-strength at all points of wear! 
All silk top, double welt and afterwel: 

And colors? Glamorous summer shades 
to match every costume. Stop in at your 
drug store and compare these first quality 
= stockings with the Enest you cag 


FIRST QUALITY sux ALO 


UONOYHE, 


Ye newspaper copy in a test campaign being run now in Dayton, 


.. for a new “drug store” 


stocking. Husband & Thomas, New 


York, are in charge. 


NO DEVIATION 
FROM P.0.BAN 
ON SWATCHES 


Use in 2nd Class Mail ‘‘Il- 
legal at All Times’’ 


—EE 


Washington, D. C., July 26.—The 
use of swatches, samples or other 
materials or devices in either the ad- 
vertising or editorial pages of news- 
papers or magazines entered as sec- 
ond class matter is illegal at all 
times and under all conditions, offi- 
cials of the Post Office Department 
stated categorically to ADVERTISING 
AGE today. 

The unequivocal stand of the Post 
Office Department ends the uncer- 
tainty of advertisers and publishers 
over the rigidity of the ruling—un- 
certainty which was induced by the 
fact that at least one metropolitan 
newspaper distributed an issue con- 
taining swatched advertisements a 
few days ago, despite the reported 
verdict of the postal authorities that 
the ban on swatches would be en- 
forced effective July 1. 

At the division of classification, it 
was explained that the Post Office 
had to be guided wholly by the act of 
March 3, 1879 which defined the type 
of publication which was accorded 
second class mailing privileges. This 
act, it was pointed out, specified in 
general, the following: 

1. That all copies of a publication 
entered as second class matter must 
be alike. 

2. That the characteristics of the 
publication must be essentially the 
same; that is of paper sheets of sim- 
iliar size and style. 


Against Regulations 


It was pointed out that to paste 
or fasten samples of goods on the 
advertisements ran counter to these 
provisions and that this held true 
whether the copies were sent through 
delivered by carriers 
newsstands. However 
delivered, such copies were part of a 
specific edition which was accorded 
second class mailing privileges. 

The fact that the St. Louis Post- 
Dispatch had circulated swatched 
advertisements, as reported in the 
May 12, 1934 issue of ADVERTISING 
AGE, Was referred to, officials de- 
claring that the Post Office Depart- 
ment at that time sought to make 


clear its position, which was not 

taken arbitrarily, but of necessity. 
It was pointed out that it had| 

then been stated that “the order of | 


the Post Office Department on the 
subject of swatches became effective 
July 1.” This was an error, declarej 
the official of the division of classj- 
fication, as no new order had bee 
issued. In explanation, it was sug. 


gested that in connection with tha! 
St. Louis Post-Dispatch and the def 


partment store involved, the mer. 
tion of the date of July 1, was doub 


less made in an effort to avert losse | 7 
. ” 
because of contracts already entered 


into and work performed. Thi 
leniency was not in any sense a pre 
cedent. 

The question of swatches is not: 
new one, postal officials averred, | 
crops up from time to time. Th 
far, acting on the belief that swatch: 
appear in second class’ matt 
through ignorance of the basic la‘ 
the Post Office has contented itsé 
with pointing out the pertinent leg 
phraseology. 

This policy has in 
led to complications, however, sinc 
one publication, noting the use 
swatches in another publication, ha: 
frequently adopted the plan withou! 
consulting postal officials, which 
turn causes other publishers and a 
vertisers to follow the same course 


several case 


Trophies Given 
To Adclub Men 


St. Louis, Mo., July 24.—Followi! 
an annual custom of long standing 
four silver trophies have _ beél 
awarded to members of the Adve! 
tising Club of St. Louis for outstall 
ing service during the past year. 

The trophies were donated by 4! 
fenger Advertising Agency, D’At 
Advertising Company, and Gener 
American Insurance Company. T! 
fourth award—the president's trop! 

‘is always a gift of the club me 
bership. 

Dave H. Fleischer, Commert 
Letter Company, won the Anfeng 
cup; Edward Mead, Woodward § 
Tiernan Printing Company, the ! 
Arey award; W. M. Sherrill, Fit 
National Company, the president 
trophy; and Lawrence McDaniel. ® 
torney, the General American Li 
award. 


W oollard Starts Agency 


Mark E. Woollard has formed th 
Connecticut Advertising Service * 
Bradley Ave. and W. Main St., Me" 
den, Conn. 


‘ To be Published in Response to a Bemand 
INDUSTRIAL PUBLICATIONS, Inc., Chie 
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here are no dull subjects; 
there are only dull writers.”’ 


Signs like this, variously credited to Voltaire, Montaigne, 
Johnson and George Horace Lorimer, have been hanging 
around editorial rooms for years. We have one ourselves, 
somewhere or other, a present from a serious-minded gentle- 
man who thought it would be a good thing for a bright 
young publication in a dull spot. 


It was. In less than five years, Business Week has remade 
business journalism. Its contribution is a certain clarity of 
thinking, a certain economy and orderliness of expression 
in a field which used to offer only the poor choice between 


stodginess and romance. 


We think business is interesting—intensely so to those most 
concerned in it. We will even admit that business is as 
romantic as louder forms of warfare. But we don’t think 
that business is mere entertainment, or that the writing 


which reflects it can or should be merely entertaining. 


Consequently, Business Week doesn’t try to be entertaining. 
We can’t, in justice to readers who want information and 
significance, pick out the most spectacular, or even most 
interesting, events for editorial display, because first of all, 
this particular paper must be useful. 


To be useful, Business Week therefore includes much that is 
not spectacular, occasionally dull. We think this example 
happened long enough ago to tell you about it now without 
hurting anybody’s feelings. 


A while back, there appeared in our excellent, but neces- 
sarily factual foreign section (romance is expensive by 
cable) a brief paragraph predicting a dock strike in a certain 
foreign port. Out in the West, an alert reader found this 
item not at all dull—very exciting in fact, for the main 


ingredient of his product was shipped out of that very port. 


He got on the cable, ordered a shipload of that vital ingredi- 
ent, which was duly dispatched in time to avoid the strike. 
On the next contract thereafter, his competitor underbid 
him, got the order, and then discovered that there was a 
serious shortage of that unmentionable ingredient. (It 
seems there was a strike somewhere.) 


Eventually, the alert gentleman’s company made the gadgets, 
delivered them on its rival’s contract. The customer paid 
the low price, the rival paid the difference, the alert one 
made the money. 


Now that little item was as dull as anything you'll find in 
Business Week. If we had been running a merely entertain- 
ing paper, we'd have thrown it out, because there wasn’t 
anything you could do—with all due regard to M. Voltaire 
or Mr. Lorimer, or whoever it was—to make it entertaining. 
But we couldn’t throw it out; we knew it would be impor- 
tant to some of our readers. (It turned out to be pretty 


entertaining, too.) 


That’s what we mean by the usefulness of Business Week. 
When a publication works for you, when it can be read in 
the office without apology, when it becomes a business tool, 
it has vital interest. And it doesn’t make much difference 
whether it’s entertaining. Stock quotations are dull, too, 


unless you’re up to your neck in Amalgamated Ratbiscuit 


We can’t resist adding that such vital reader interest makes 
Business Week a very useful tool for advertisers, particu- 
larly so for those who have to sell vital ingredients in large 
chunks, or whose buying units run into lots of money. Ir 
other words, Business Week is a natural for the sale o§ 
corporate goods. Our readers are pretty important, and 
they spend a lot as individuals, but they spend many, many 
times that as corporation officers. 


BUSINESS 


WEEK 
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WHY BOYS LIKE TO 
\ GO TO HARRY'S HOUSE 


Order by the cose (24 borties) from 
your dealer Keep © cold and 

ndy to serve in your refrigerator 
COCA-COLA BOTTLING CO 
COND avEm one 


Southern newspapers are now 
carrying copy like this for the 
Coca-Cola Company 


PLYMOUTH CAR 


TO ENLIST AID 
OF JUVENILES 


Announces Contest in Boys’ 
Own Magazines 


Detroit, Mich., July 26——While 
boys of from 12 to 18 years old have 
long been regarded as important 
factors in the sale of low-price mer- 
chandise, Plymouth Motor Corpora- 
tion has reached the conclusion that 
they are equally effective in influ- 
encing the selection of automobiles. 
On this theory, Plymouth has 
launched a campaign in three boys’ 
magazines to enlist the interest of 
the “sparkplug” of American house- 
holds. 

The new campaign takes the form 
of an essay contest on “Why I think 
Plymouth front-wheel springing is 
best.” Essays, not to be longer than 
250 words, must be in by Sept. 28. 
To provide practical information for 
the youngsters, Plymouth has _ in- 
structed dealers not only to provide 
entry blanks, but to give demonstra- 
tions and explanations wherever 
possible. Prizes, 33 in number, will 
range from $5 to $100. 

Announce Contest in August 

That the average American boy 
has a mechanical bent is common 
knowledge. His ingenuity in this 
field has earned him the respect of 
fathers, as well as the adulation of 
mothers. Plymouth argues, there- 
fore, that both parents will bend an 
attentive ear when their off-spring 
recommends that the next car to be 
bought should be a Plymouth, es- 
pecially when he launches into a de- 
tailed exposition of the mechanical 
features of that car. 

Announcement of the contest will 
appear in August issues of American 
Boy, Boy’s Life and Open Road for 
Boys. The copy will picture a typi- 


William Berry Joins 
Monte Little Company 


William Berry, former Cincinnati 
free-lance artist, has joined the staff 
of the Monte Little Company, Hunt- 
ington, W. Va., advertising agency, 
replacing Charles Hawes, who has 
recently become connected with the 
Chicago Tribune. 

United Tours, Huntington, has ap- 
pointed the agency to handle its ad- 
vertising. 


Plans Tournament 


The Chicago Federated Advertis- 
ing Club will hold its first golf tour- 
nament of the 1934 season at Wil- 
mette Country Club Wednesday, Aug. 
8. Details may be secured from the 
club’s offices in the Hotel La Salle. 


Can’t Pay Fare 
of Drug Buyers 
to Any Market 


Washington, D. C., July 26.—Rob- 
ert L. Houston, division administra- 
tor, has refused to legalize the pay- 
ment of railway fares of buyers who 
visit the wholesale market of St. 
Louis, Mo., notwithstanding the as- 
surance of the Chamber of Commerce 
that it is a trade promotion practice 
that has prevailed for 45 years. 

The supplemental code of fair com- 
petition for wholesale druggists con- 
tains a provision that refunding of 


transportation charges shall be con- 
sidered an unfair method of competi- 
tion and NRA has refused to exempt 
St. Louis merchants from its appli- 
cation. 


The case was brought to NRA by 
the St. Louis Chamber of Commerce 
in behalf of its membership and that 
of the Merchants Transportation As- 
sociation. Exemption was asked 
from that provision of the code but 
the NRA held that it could not be 
granted in justice to members of the 
trade in other areas. It was also 
held that it would be difficult to de- 
fine the St. Louis trade area. 

As an added argument why an ex- 
emption should be granted it was 
stated that wholesalers would be 
placed at a disadvantage just now 


because railroad rates to Chicago, , 
competitive market, are lower thay 
from many points in the St. Louis 
trading area to St. Louis, due to the 
Century of Progress in Chicago. 


Two Join Kelsey; 


Anchor Appoints Agency 


Charles E. Prins, for the past tey 
years vice-president of James fF 
Newcomb & Co., Inc., and W. w 
Keifer, Jr., account executive wit) 
that agency, have joined Kelsey ag. 
vertising, Inc. 

The Kelsey agency has been ap- 
pointed to direct the advertising of 
the Anchor Cap & Closure Corpora. 
tion, Long Island City, and its syp. 
sidiary, Capstan Glass Company, (op. 
nellsville, Pa. 


— 


cal American lad kneeling in front | 


of a Plymouth car, staring into the | 


mirror which reflects the front 
spring mechanism. His’ thoughts 
form the caption, “I’m out to win 


$100—it’s a cinch!” 


Scheifle, Kinnear 


Join Detroit Agency 


Scheiffle, former advertis- | 
Michigan Motor) 
News, has been appointed vice-presi- 
dent of Lamont Smith, Inc., Detroit. 

Willis Kinnear has also joined the) 
agency, which will broaden its field, 


Arthur 
ing manager of 


having hitherto confined 
travel and resort accounts. 


R. K. White Added 


itself to 


to Campbell-Ewald 
R. K. White, eastern sales manager | 
has | 
joined Campbell-Ewald Company, De- 


for Pontiac Motor Company, 


troit. 


Mr. White was at one time ad- 
vertising manager of Chevrolet Mo- 


tor Car Company. 
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NOVEL-A-MONTH PLAN 


doubles reading 


value of Redbook 


HEN the best fiction sellers of the year 
can be “previewed” before book publi- 


cation for twenty-five cents—that’s news! 


$25 to $30 in bookstore values, the year’s 
fiction headliners, were added to the regular 


contents of Redbook last year. 


, “THE THIN MAN” amo 


best sellers printed 


—= 


2 brilliant novels adde 


_ 


| | 


| 


| 
| 


Scooping the magazine field with novels from 
the pens of SIR PHILIP GIBBS, WARWICK 
DEEPING, HUGH WALPOLE, DASHIELL 
HAMMETT, a complete novel was printed each 
month on special paper, and bound with the 


magazine, as a special feature. 


A total of twelve great novels was printed. 
Not “long short” stories, but full-length novels 


averaging over 50,000 words each, in addition to 


the twelve-month total of 98 short stories, 6 serial 
novels, 56 feature articles, 81 pages of pictures 


and 24 articles on Bridge and the Radio. 


| THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO Buys 
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Big Baseball 
Contest Spurs 
Leonard Sales 


Detroit, Mich., July 26.—Capitaliz- 
ing the interest in baseball created 
py thrilling races in both major 
jeagues, Leonard Refrigerator Com- 
pany is wrapping its summer sales 
jrive around a baseball contest, in 
which $30,000 in cash and merchan- 
jise will be awarded to salesmen. 

For the contest purposes, the en- 
tire Leonard organization has been 
jivided into ten “leagues,” in each 
of which there is an equal number of 
distributors. Quotas have been es- 


tablished so that the less able sales- 
men will have a chance to score as 
many runs af their more gifted col- 
leagues. 


Each sale of Leonard-made equip- 
ment counts toward a prize in the 
“Play Ball” contest. Depending on 
the type of Leonard refrierator or 
water cooler sold, the “player” is 
awarded tickets entitling him to one, 
two, three or four bases. When sales 
totaling four bases have been made, 
the player may immediately trade 
his tickets for a merchandise prize. 

About 300 cash prizes, ranging 
from $5 to $500, are also offered. At 
the end of the second, fifth and sev- 
enth weeks of the contest, the 25 
Leonard salesmen having earned the 
greatest number of bases will be de- 


clared members of the “Fence Bus- 
ters’ Club.” 

Heavy outdoor and newspaper ad- 
vertising will help the salesmen be- 
come Babe Ruths. Séveral new 
sound films are also scheduled to 
figure prominently in the contest. 


Elements Give 
du Pont Theme 
For Campaign 


New York, July 26.—Featured by 
simple but distinguished drawings, 
a new campaign by E. I. du Pont de 


Nemours & Co. has been given the 


mission of creating prestige for the 
entire family of products with a lim- 
ited budget. 


The elements which are essential 
to mankind may be ruthless and des- 
tructive, the copy points out. Rain 
is needed by flowers, but mars the 
finish of automobiles. This gives the 
copywriter a chance to introduce the 
lu Pont line. The illustration, by 
Robert Fawcett, shows a flower lift- 
ing its head thirstily to the same 
downpour which is leaving its mark 
on an automobile. 

Only two magazines are on the 
schedule for this advertising. They 
are Business Week and Time. Bat- 
ten, Barton, Durstine & Osborn, Inc., 
is the agency. 
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complete in single issue 


Keyed advertisers show gains 


Offering nearly double the reading, Redbook in effect 
gives its readers at least $3.00 of reading value with 
each issue, Interest in Redbook is intense and lasting. 


Keyed advertisers note increase in returns, lowered 


“ost per inquiry. 
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In the August issue 


Entering its second year of publishing a complete 
NOVEL-A-MONTH bonus for its readers with each 
issue, Redbook previews “Three Shuttered Houses,” 
by BEN AMES WILLIAMS, over 50,000 words, 


printed complete in the August issue—now on sale. 


Who reads Redbook? Articles and features in 


Redbook are addressed to active, intelligent minds, both 


men and women, ignoring sensational mass appeals. 


Inquiry reveals average ages of 33, and earnings of 


$4.40) yearly. More private school advertising appeared 


last year in Redbook than in any other magazine—a 


hit index of the spending habits of Redbook readers. 


REDBOOK 


The Magazine plus 
a Book-length Novel 
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BOWMAN EXTOLS 
HUMBLE ANIMAL 
ON MILK WAGON 


Chicago, July 26.—The faithful 
but unobstrusive milkman and the 
placid steed which plods a weary 
way through blazing sun and beating 
storm, that the family milk supply 
shall be always available, are re- 
ceiving their due at last in a strik- 
ing newspaper campaign by Bowman 
Dairy Company. 

Though ‘“Wallie,” the friendly 
driver on Route 50, and the lynx- 
eyed inspector who sees that every 
bottle leaving the Bowman plant 
meets rigid quality standards have 
been human interest figures who 
have received much attention, the 
laurel wreath seems to have been 
won by another advertisement, fea- 
turing man’s good friend and faith- 
ful servant. 

“He's no Calvacade,” explained the 
line attached to the halftone, “but 
Calvacade couldn't take his job.” 
The copy goes on: 

“Mike (his last name is Bowman) 
would be pretty embarrassed at Ar- 
lington. But on the other hand, 
those racy three-year-olds out there 
would undoubtedly make a bad mess 
of a job like his. 

“For Mike takes Bowman milk to 
more than 175 families every single 
day of the year, in rain or snow, hail 
or heat. That takes patience. And 
reliability, too. 


No Floral Collars 


“Of course there are no floral col- 
lars or silver cups for Mike at the 
end of the day’s work. But there’s 
a full feed box of specially ground 
oats and a clean, soft bed in Bow- 
man’s well-kept stables.” 

The advertisement concluded with 
the remark that in spite of Mike’s 
lack of speed, to Ray Cunningham 
he’s the swellest horse in the world. 
Ray is the other half of the Bow- 
man delivery team. 

The Bowman campaign, described 
as an institutional service job, was 
designed to make the public realize 
that there is something more to the 
dairy business than fat profits. The 
advertising is especially timely be- 
cause of adverse criticism following 
a recent advance in the price of 
milk. J. Walter Thompson Company 
is in charge. 


Houghton Officers 


In New Positions 


At a special meeting of the stock- 
holders of E. F. Houghton & Co., 
Philadelphia oil and leather makers, 
July 20, the office of chairman of the 
board was created and Louis E. 
Murphy, formerly president was 
elected to that post. Major Aaron 
E. Carpenter, first vice-president, is 
now president and general manager. 

Other officers elected are George 
W. Pressell, vice-president and direc- 
tor of sales; A. Everly Carpenter, III, 
secretary; Dr. R. H. Patch, treas- 
urer; C. P. Stocke, assistant secre- 
tary, and Miss M. M. Menningen, as- 
sistant treasurer. 
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ADVERTISING AGE 


July 28, 1934 


Douglas Shoe 
Is Adding to 
3,500 Outlets 


Brockton, Mass., July 26.—With a 
survey by N. W. Ayer & Son indicat- 
ing that the company’s trade policies 
have created a large and loyal dealer 
following, W. L. Douglas Shoe Com- 
pany is waging an intensive drive for 
enlarged distribution. Fall adver- 
tising will be expanded, dealers will 
be told. In addition to the Saturday 
Evening Post, 100 newspapers in 
leading cities will be employed to 
make more wearers of Douglas 


Recorder is being given the testi- 
monial slant, with one widely known 
dealer telling in each advertisement 
why he has been able to make sat- 
isfactory profits with the Douglas 
line. 

Other behind-the-scene activities 
‘include a new sales manual, which 
|shows salesmen how to translate 
|dealer satisfaction and consumer 
sales into more outlets. The manual 
|emphasizes the fact that every Doug- 
las shoe has the retail price stamped 
on the bottom, aiding the retailer to 
protect his profit margin. 

Douglas operates with two sep- 
arate departments, one comprising 
127 retail stores owned by the com- 
pany, 


and the other consisting of | 


shoes. 
Trade advertising in Boot 


¢& Shoe|own stores. 


about 3,500 dealers who own their | 


White Will Direct 


Liquor Publication 


James R. White has been appointed 
publishing director of Bowne’s Wines 
¢ Spirits, a Conover-Mast publica- 
tion. 

Mr. White has been vice-president 
of Rickard & Co., advertising agency, 
vice-president and director of sales 
of Jenkins Bros., and vice-president 
and sales director of General Wines 
and Spirits Corporation. He is a 
past president of the Technical Pub- 
licity Association. 


Two for Cole & Conroy 


Cole & Conroy, Cleveland publish- 
ers’ representatives, have been 
named by Extension Magazine for 
the Cleveland territory, and by Your 


|Garden & Home Magazine for the 
| midwest territory. 


Portland market 


pany sold 
Leonard Electric 
tors during one 


18 Carloads Sold 


Indicative both of the 
creasing buying power of the 


Oregonian’s ability 


that market is the fact that 
the Cronin Distributing Com- 
18 carloads 


campaign published exclu- 
sively in The Oregonian. 


in- 


and The 


to sell 
Another well-known 


of 
Refrigera- 
advertising 


explain why 401 local 


CRONIN DISTRIBUTING, Inc. 


aA M CRONIN JR Presiaent 


ELECTRIC APPLIANCES - RADIO - REFRIGERATION, 


The Oregonien 


Gentlemen: 


our previous 


campaign was 


the Portland 


N E O F A M 


$25 NORTHWEST TENTH AV 


Portland, Oregon 


trio Refrig- 
x advertisements of the Leonard EBleo 
pe Panny as per schedule which you have. 


exceptionally well 
were published exolusively in The Oregonian. 
to sell 18 carloads of new Leonards in the 


area this Spring. 
over the corresponding period a year ago. 


Fill 


WHOLESALE 
ENUE - - - PORTLAND, OREGON 


“BRoadway 3626 
June ll, 1954. 


Please publish these additional 


We wish you to know that we are 
Saneel with the pounes ~~ 
tisements 
campaign of 10 adver ° _. 
1 tor in helping us 
a most important fao oe A 


Our sales have inoreased over 313% 


The Oregonian has fully convinced us 


that it reaches and sells the able-to-buy segments 


market. Using no other Portland news~ 


paper we have hung up @n all-time sales record on 
electric refrigerators. 


Yours very truly, 


CRONIN DISTRIBUTING, Ino. 
By 


PORTLAND, OREGON 


and thousands more 


product. The Oregonian 


LEONARD Electric Refrigerator 


es 
i Ts > 
oo y . 
_ € 
PRS . 


in The Oregonian increases sales 


513% 


firm testifies to a truth 


which has been discovered by hundreds of 
successful advertisers, 
and does do a powerful selling job, single 
handed, in the Portland market. The following 
letter from Mr. A. M. Cronin Jr. helps. to 


viz: The Oregonian can 


and national advertisers 


used The Oregonian exclusively last year. 


Mr. Food 
Advertiser: 


these refrigerators 
with your 


will do a job 
for you. 


reyomian 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLI N, Inc., New York, Chicago, Detroit, San Francisco 
National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 


San Frarcisco, New York, Chicago, Detroit, Los Angeles 
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TIRE GUARANTEES STIR COPY BATTLES 


With half a dozen first line tire 
companies rushing into print with 
guarantees ranging from 90 days 
upward against all sorts of tire 
risks, both Montgomery Ward and 
Sears, Roebuck entered the fray 


last week with large size newspaper advertisements such as these, 
Sears guaranteeing its first line tires for 24 months, and Ward giving 
an unlimited guarantee. 


Get Wards unlimited protection when you be, 


Yeu RIVERSIDES 


FIRST QUALITY Yor ies y 
205 LOWER Im Price 


Ne Other Tire Gives You 
This Complete Written 
Guaranteed Protection! 


1. he Lint on Time or Mileage! 


ee, 
—_—=> 


[MONTGOMERY 


Pow am 
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DESTRUCTION OF 
APPAREL TRADE 
SEEN BY PARIS 


Warns Industry to Unite 
Against Nudism 


Chicago, July 26.—Asking the en- 
tire apparel industry to combat the 
current trend toward semi-nudism, 
A. Stein & Co., Chicago, have mailed 
35,000 booklets, “You have nothing 
on the _ nudists,” to executives 
throughout the trade. This is a pre- 
liminary to a million dollar cam- 
paign on the company’s new “mir- 
acle elastic’’ Paris garters which will 
feature an offer of a refund to any 
man who wants his money back 
after a week’s trial. 

The company is also introducing 
“free swing” suspenders, construc- 
ted with a swivel action which con- 
forms with every body action and 
prevents the braces from slipping 
from the shoulders. 

The booklet distributed by the 
company is a reprint of a letter from 
Joseph M. Kraus, advertising mana- 
ger, to Sigmund Stein, president. In 
this missive, Mr. Kraus deplored 
the trade’s apparent submission, and 
even encouragement, of the tendency 
of males to drop one article of wear- 
ing apparel after another. Even un- 
derwear is now being affected only 
by a conservative minority, accord- 
ing to this letter. 


Destructive Elements 


“It seems safe to assume,” said 
Mr. Kraus, “that if an automobile 
manufacturer suggested in his ad- 
vertising that people dispense with 
many items of clothing in order to 
afford the upkeep of a car, clothing 
manufacturers would object, and 
rightly so. 

“But what are we to say when 
people engaged in the clothing in- 
dustry are helping, by the very pro- 
cess of their merchandising and ad- 
vertising, to encourage the discard- 
ing of items of apparel? 

“Today we find hosiery manufac- 
turers producing what they style 
‘self-supporting’ socks. And we fina 
some wholesalers and retailers push- 
ing the sale of this item—encourag- 
ing men to go garterless. The socks 
haven't been sold on their merits. 
Emphasis has been placed upon the 
argument that with these ‘self-sup- 
porting’ socks a man can discard 
‘bothersome’ garters. 


Logical Steps 
“This effort is not constructively 
creating extra hose business, but it 
is unquestionably destroying some 
garter business, and what is more 
insidious still, is encouraging the 
tendency for men to do without an- 


other item of apparel—in this i, 
stance, garters. 

“The next logical step in this 
direction would be for manufactur. 
ers of men’s shoes to produce shoes 
with a type of lining that would 
make the wearing of socks unneces. 
sary. This would tend to destroy 
the hosiery business. Next, some en. 
terprising manufacturer might de 
velop a sandal to sell at 50 cents a4 
pair that could replace the modem 
shoe—and by promoting it suffic 
ently destroy an appreciable amount 
of shoe business.” 

Mr. Kraus suggested that manv. 
facturers, wholesalers and retailer ii 
in the apparel field combine in a dew 
termined effort to stem the tide “be 
fore it develops into an inescapable 
flood and drowns us all.” 

The advertising of miracle Paris 
garters will argue that the new proé 
uct is more comfortable than no g@ 
ters at all. The perplexed male wi 
be inyited to make a test at tht 4 
company’s expense, getting hi 
money back if he doesn’t agree, after 
a week’s trial. 

McJunkin Advertising Company, 
Chicago, will place the campaign. 3 


Jacobs Joins Agency 


Norton Jacobs, son of the late Mil 
ton D. Jacobs, who was _ vice-presi 
dent of Emil Brisacher and Staf 
has joined the production depart: 
ment of the San Francisco office o 
that agency. 


Eugene Smyth Dies 


Eugene A. Smyth, vice-president 
and sales manager of the Walke ae. 
Engraving Corporation, New York 3 
died at the Lutheran Hospital, Jul 
19. He was 42 years of age. 


Use METRO GRAVURE if 


you want to reach the most 


people in the concentrated 
market of Metropolitan Amer 
ica that buys over two-thirds 
of all retail merchandise. 

It offers rotogravure at a lower 
milline than most newspaper 
black and white millines. 


PRACTICAL 
BUILDER 


el 


~ 


To be published by the publishers 
other papers in the building field 


INDUSTRIAL PUBLICATIONS, Inc. Chl 
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August, September, October . . . these are the months in which World's 


y Here is a market . . . well worth fighting for in ordinary times. . . 


which now holds out additional profit opportunities for aggressive ad- 
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Bertisers, Joined with the accelerated buying by Chicagoans during the 
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ext several months will be the expenditure of hundreds of millions of 


: lars. . . a bonus market for advertisers. 


)Are you taking advantage of this opportunity to get quick volume 
*.. todo a national as well as local advertising job . . . to build brand 
“Cognition and to sell at a profit? 


You can achieve nationwide interest by a spot advertising campaign 


°t can contact practically all resident families of interest to manu- 


; ; ° Single Chicago newspaper. Through the Chicago Tribune 
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facturers of advertised goods . .. and the bulk of the visitors. 

In Chicago and suburbs alone, the Tribune now reaches more than 
620,000 families . . . 52% more families than any other Chicago daily 
newspaper reaches. The coverage provided by the Tribune is practi- 
cally as great as the net coverage provided by any two other Chicago 
daily newspapers combined. And on Sunday, the Tribune reaches an 
additional 293,000 families of demonstrated responsiveness to adver- 
tising, living in cities and towns adjacent to metropolitan Chicago. 

The Tribune is the newspaper which visitors buy while in Chicago. 
It is the Chicago newspaper which they know best. It carries the features 
and comics which they follow at home in the hundreds of newspapers 
which subscribe to the Chicago Tribune-New York News Syndicate. It 
is the newspaper which is most completely satisfying as a newspaper. 

Consider Chicago . . . now. Ask a Tribune representative to give you 


the complete facts. 
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wt 


LIKE A GLOVE —_ 


AGAIN NEWSPAPERS, MANUFACTURERS, CIVIC AUTHORITIES REPRINT 
SIBERTY ARTICLE TO CLARIFY PUBLIC OPINION ...NO WONDER LIBERTY 


And while they may not be 
er pr eon A patient enough to 
wade 


IBERTY is alive, alert... sensitive 
through text books or dry, cold 
editorial matter—you can flag them 


mo the pulse beat of the nation. Is 
Bhat why many of the most successful feo ont so" eee es 
medvertisers now use more space in They tiketheic hers in fection syle 
IBERTY than any other magazine? 


... and their fiction as factual as it 
can be! 

They read one or more of the lead- 
ing magazines...But because Fulton 


SAN utterly different kind of 
ournalism...this magazine known 
iberty ... with Fulton Oursler, 
‘human, understanding editor who 
B'S so close to the street scene of a 
ation that he publishes six out of 
ne ten biggest news stories of the 
(cat before they become the head- 
ines of tomorrow. 

And best of all, Fulton Oursler 
hows the Backbone of America... 
s¢Tom Joneses, the Bob Smiths and 
me Bill Potters... aggressive, inquisi- 


tive, and liberal to the Nth degree, 


Advertisers should know Mr. & 
Mrs. Bill Potter as editor Oursler 
knows them... ambitious and 
young ...emotionally and mentally 
GROWING! Neither rich nor radical. 
But they’re fed up with a lot of the 
things that Politicians do in their 
name. And quite sure that America 
isn’t the whole world and that Japan 
and Hitler may make a big difference 
in their lives! And they like BOTH 
sides of the story! 


Oursler knows what they /ike, and 
what they want to know, and how 
they want it told to them, the Bill 
Potters (like millions of their con- 
temporaries) read Liberty more than 
any other Magazine. 

Smart advertisers consider the Bill 
Potters as their main target. They are 
the big market...liberal,free-spending! 

Study the Nation as it is today... 
Consider the tempo of these people 
... and the reason for Liberty will be 
apparent! 


Liberty 


When, every week, more people lay down their nickels for Liberty 
than for any other magazine, is it any wonder that more and 
more large advertisers consider Liberty their most effective medium! 
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ADVERTISING AGE 


July 28, 1934 


Distiller Uses Neon | 
In Night Air Displays 
Frankfort Distilleries, Inc., Louis- | 
ville & Baltimore, has inaugurated a} 
series of night advertising displays | 
over New York, Chicago, and Los An- 
geles, using aerial neon signs car- | 
ried by dirigibles operated by Good- 
year-Zeppelin. 

In addition to the aerial advertis- 
ing, the company is running a na- 
tional campaign in newspapers, 11 
national magazines and a group of 
trade publications. 


National Outdoor Group 
Will Meet in October 


In conjunction with the midsum- 
mer meeting of the outdoor Adver- 
tising Association of Pennsylvania, 
the officers of the Outdoor Advertis- 
ing Association of America held a 
special meeting July 14. 

Plans are being made for the 1934 
convention to be held in New Or- 
leans in October. 


Rio Grande Picks Agency, 


Promotes L. A. Robertson 
The Rio Grande Oil Company, Los 


SHOE BISPLAYS 
SCHEDULED FOR 
16 WEEKS’ TOUR 


Make Scientific. Approach to 
Old Problem 


St. Louis, Mo., July 26.—What is 
possibly the most scientific system 
of window displays ever developed 
by a manufacturer will be the back- 
bone of the fall merchandising acti- 
vities of Johnson-Stephens & Shin- 
kle Shoe Company, of St. Louis, 
manufacturer of Fashion Plate foot- 
wear. 

On August 20, the first of 16 itiner- 
ant displays will appear in dealers’ 


TRAVELING DISPLAYS FEATURE FOOTWEAR | 


AUGUST 1 SET 
AS DEADLINE BY 
CODE AUTHORITY 


Publishers Must File Their 
Advertising Rates 


New York, July 26.—Complaints 
alleging violation of the graphic arts 
code as applied to periodical publish- 
ers are beginning to flow in to code 
authority headquarters, George (, 
Lucas, executive secretary said, in 
announcing publication of a 12-page 
booklet explaining the code. Copies 
are available for ten cents. Mr. Lu- 
cas’s offices are at 232 Madison Ave, 
“About 1,800 publications have 
filed the publisher’s statement of 


ig — 


Angeles, has appointed Hixson-O’- | Windows in principal cities, to be a [Ele eo “eR -|periodical advertising rates, terms Ty 
a Donnell, Inc., to place advertising. changed at the end of the week for| principal medium used by the man- ity of displays, as specified by the |}and contract conditions,” said Mr, be 
Te L. A. Robertson, formerly mana-)the next display unit on the program ufacturer. manufacturer, dismantling individual Lucas, “but many have failed to el 
» & Bag Te anges Ligeti a until 16 weeks have been filled with] Western Union Telegraph Com- | displays for each dealer every ween, comply with this requirement of the 
ae one Sawada , celts Pee sek localized, country-wide showings,|pany will be in charge of the dis-|4nd seeing that the Sars is prompts code for the periodical publishing 
ic Charles P. who has been|SUpported by newspaper advertising| play schedule. Its service will in- routed to the next dealer scheduled |. 4 printing industry. 


Trantum, 
assigned to the staff of A. H. Harris, 


general sales manager. 


harmonizing with each successive 
window display. Vogue will be the 


clude installations, responsibility for 


the proper appearance and uniform- 


to install it in time for his pre-ar- 
ranged promotion. 


Advertising Tied In 


“The code authority will publish 
on or about Aug. 1 a complete list of 
the periodicals that have filed these 
rate forms. At the same time we will 


The traveling displays, with all in- ; : vashinet 
cidental service features, will be free |Send to NRA wa Washing nat geen 
° e e e of expense or trouble to dealers, who plete list of those nag ce tga 
Business Conditions in the merely ay for Insertion of news| tn of the code faa 
papers mats provided by the manu-| The booklet on the code 
facturer by way of tie-up. was prepared by the business paper 
bed The displays were created by division, of which James H. McGraw, 
ericu ura ou Prader & Heier, of St. Louis, special-| JT» McGraw-Hill Publishing a 
ists in point-of-purchase advertising. | PA"Y, 1s chairman. Lahey —s an c: 
When the series was completed, ad- rer Te a saan caine te 
: ‘. . m vertising copy was keyed to the|P!alning the code, wile birt 
As reported to Southern Agriculturist by leading window displays by Anfenger Adver- all periodicals, regardless of type. Tir 
firms and regional sales managers who are there tising Agency. Copy Restrictions on | 
= . — The initial display in the series il-| One of the interesting questions of 
ll 
on the firing line RIGHT NOW. lustrates the technique employed.| .oncerns use of copy prepared by the peo] 
The main panel consists of an Oil} ..yice department of a publication. T 
Statistics Tell the Same Story but painting, against which raised let-| ouop copy cannot be used by other Fire 
tering is imposed, faced with monel| plications except when released buil 
metal which imparts brilliance and by the originator, assuming that the aske 
H E R E A R E F A C i ~ beauty. The display allows for shoe| ony is plainly marked as being its tire. 
——o ho be placed at ten desig-| property. The explanation continues: spec 
ed points. “gr ; , a p 
85. Q. Does this mean that the I 
; . : : : Flexibility is a feature of each dis-|.,4, i. viol: ‘ ‘ pany 
Running to Full Capacity they have sufficient sasiotare inmedintely play. While it is 5% feet high reed pd oe = 2 
; and remainder of region holds up as a i *| ideas Or Cc ; és 
July 16, 1934—“Our plants are running to present anticipate pt harvest with rea- wanah has been found to be the |jication and so marked are accepted tres 
full capacity, as we anticipate being able sonably active business during fall months.” peg mie for shoe windows, it may be|and/or run in another publication 08 
to sell this fall all the goods we can manu- —From regional manager of maker of condensed to six feet in length, or| without the knowledge of the origi- thro 
facture. Business has been unusually good popular medium-price automobile for en- extended to ten feet. The Fashion| nator? cam] 
this year. Crop conditions appear excel- tire South. Plate display may serve as the domi- “A. Yes, provided there is or an il 
lent and the outlook for a big business in ‘ > . ace lete 
: : , ; les nant theme or merely become part|.pould be definite knowledge that plete 
the South this fall is especially promising.” . ° ° of the arrangement i le “A Neca r peop 
—From a large manufacturer of stoves Big Business This Fall «egal een pre petit one. ag the copy is the property of another ip 
=o psonsoah a a ~ aaa — ce ee or ere ee ee his owe ; — s Does this mean that in tisen 
A SS Covers eV outhern state. big business in the Southern region this : “86. ; e . 
i fall. I have never seen cotton crops look every instance it is necessary to sé <a 
ul A Mighty Good Business better.”—From regional manager covering Club Elects Tarrant; cure release as to copy, or plates, < 
nad . opting a the entire South for fast selling, medium- Plans District Meet|\°" “tS: when they are plainly © 
; ° July 14, 1934—* All in all, considering solely price automobile. marked, ‘devised and owned by’? the | 
yee the agricultural income, there is a very Thomas A. Tarrant has been elec-| «, yeg” over 
— _—_e rag f th — May Be Best in Five Years agg Raggy os ad a ate The code discusses another prac: coast 
ritory, an am sure that, i e labor é ’ ” ub, : ; wi 
troubles in the textile industry will just July 9, 1934—“Agricultural outlook our position newly created by amend-|tice not uncommon among advertis iia 
stay away for a while, we will have a eg ad | how al ey Crops Sean ment of by-laws. ers. Fo. 
mighty good business this fall; that is, the ate but good stands. prices cotton an The club is making plans for the] “99. Q. May manufacturers pay 7 
last four or five months of this year.” — tobacco favorable as they now appear we convention of the First District, A.|for photographs or cuts used in the dow. 
From a regional manager covering the should have splendid season this fall and F. A., to be held in New Haven in| editorial pages? ane 8 
Southeast for a leading make of medium- equal to last year if not best in five years.” the fall. Max Livingston is general} «4 No, but that does not prevent comb 
price automobiles. be — aes — the — chairman of the convention commit- using their cuts or photographs. It the p 
: alf of the South for the same automobile tee. ai At tion 
: t * “ay 2 de ; 
a ' as the one quoted just above. does prevent billing for cuts ma¢ 
eo ie Outlook Exceptionally Good . ’ from manufacturers’ photographs. at a 
: . . carta ila Chandler Promoted lees as stand 
a :. or Ouiloek for business this P Norman Chandler, son of Harry| ¢sqnJeton Installed the 1 
. il t det out this territory is exception- July 9, 1934—‘“Season so far generally Chandler, publisher of the Los An- apteton ns atte - claim 
ally good. Crops in excellent shape for favorable. Prospects appear good.”—From geles Times, has been named assis- as Chief Town Crier to or 
this particular time of the year. Orders one of the leading hardware jobbers of the tant general manager in charge of - and for if 
sold for future delivery indicate an unus- South Atlantic Seab advertisi irculati Russell B. Stapleton, treasurer @ : 
; : : Sout tlantic Seaboard. advertising and circulation for the * ? dvertisers 
ually fine business this fall and spring.”— paper. Ralph Trueblood has been ap- =, nego . s pe e Pp 
From probably the largest jobber of hard- ee ee sointed editor-in-chi i ingraving company, rovidence, 
ware and farm supplies in the Mississippi Optimistic for Fall ' a ell tactile I, was installed Chief Crier of ' Os: 
Valley. July 16, 1934—“Crop prospects good. Sales Tiel, A Town Criers of Rhode Island, vig 
and collections holding up well. We are G a a, me Agency dence, at the final meeting .of ' The 
pe an coe . on optimistic as to fall business this terri- eorge Tichenor, formerly with the| season. ers’ 
Active Business This Fall rs ge Men an outstanding hardware Guaranty Trust Company, New York,| Ernest J. Meyer is scrivener fo! tive | 
July 9, 1934—“Agricultural outlook in ter- jobber of the Gulf States. — ee ee ae seen Wave) Saas terme; Sone. Fe hag ig 4 by Pr 
ritory I cover from standpoint of growing sal Trade Press Syndicate and New) funds holder, and Franklin S. J —- 
conditions is very good in all States except Note—Names of the writers or photostats of Orleans Times-Picayune, has joined | ton, advertising counsel, is —_ Sout) 
some parts of Texas, but this represents the above letters and telegrams furnished on the San Franciso office of Bowman, | chief crier in charge of advertisine, ord, 
only small portion of total business. If request. Deute, Cummings, Inc. sales and education.  * Atlan 
<== = = ee - Nas} 
———— r 7 av) Wl Jo} 
S= N 
Our m 5 + Ire + > = MASS PLAN ADVERTISING VEU 
ee than 750,000 quality circulation offers 3 _HOME-TO-HOME DISTRIBUTION OF ADVERTISING AND SAMPLES ton, » 
advertisers the most economical and effective con- 2 P Dalia 
r ‘ a i 4 In developing additional retail sales outlets in : 
tact with this brightest spot on the business map. = the Chicago trade territory, manufacturers of food, Deli 
= proprietary and cosmetic products have discovered | 
= a most valuable means of augmenting their ow? Ee 
SOUTHERN AGRICULTURIST 4. sales efforts with Big 4°s Merchandising Service- Mas, 
Ys} 3 570,W. Monroe St., Chicago Ill., Randolph!4432 wrreer 
KIRK RANKIN, Publisher NASHVILLE, ‘TENN. ee ' aiid cali va 
——= 0 a \ fen ‘ £8 i. nt 
ADVERTISING CARRIERS ~ 
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NEW TIRE TAKES BOW 


BUILD THIS TIRE, 


Sc aeSSTEE SET al 
: 


THE OUTSTANDING VALUE IN 
THE LOW-PRICED FIELD 4/// 


Typical full-page newspaper copy 
being used to introduce Firestone's 
"Century Progress’ tire. 


NEW FIRESTONE 
TIRE COPY FOR 
4,200 DAILIES 


Cleveland, O., July 26.—Results of 
a World’s Fair survey last year gave 
birth to the new Century Progress 
Tire which Firestone has just placed 
on the market in a gigantic program 
of advertising as the tire of the 
people’s choice. 

Ten million people who visited the 


Firestone factory and_ exhibition 
building at Chicago in 1933, were 
asked what they wanted most in a 
tire. The tire was built to their 


specifications. Henceforth it will be 
a permanent product of the com- 
pany’s Akron factory. 

The Century Progress Tire was in- 
troduced to the public July 1 in a 
program utilizing 4,200 newspapers 
throughout the United States. The 
campaign will run indefinitely with 
an insertion once a week in the com- 
plete list of papers. ‘Ten million 
people helped build this tire,’ says 
a typical Firestone full page adver- 
tisement. Giving the people what 
they asked for will be the theme of 
the series. 

Besides the newspaper schedule, 
the Voice of Firestone radio program 
over the NBC red network from 
to coast every Monday night, 
will feature the new Century Prog- 
ress tire. 

Folders, handbills, streamers, win- 
dow displays in all Firestone outlets, 
and active direct mail solicitation are 
combined to emphasize the tire of 
the people’s choice. “Blowout protec- 
tion, non-skid safety, and long wear, 
at a moderate price,’ were the out- 
Standing requests of car owners in 
the World’s Fair survey. Firestone 
claims these features in their “made 
to order” tire, appropriately named 
for its birthplace. 


coast 


Postal Committee of 


S. N. P. A. Appointed 


The Southern Newspaper Publish- 
rs Association postal and legisla- 
Uve committee has been appointed 
by President Gaylord. Members are: 

5S. Parks, Fort Smith, Ark., 


South west American and Times Rec- 


ord, chairman; Major John S. Cohen, 
Atlan 1 Journal; James G. Stahlman, 
Nash lle Banner; 

Jobn Stewart Bryan, Richmond 
ue 1 eader ; H. Galt Braxton, Kins- 
a Car., Free Press; Ted Dealey, 


News and Journal. 


Deli Raises Rates 
On Modern Magazines 


Eff ‘tive January, 1935, Modern 
i ‘ines, consisting of Modern 
oer > 2 Y 

reen. Radio Stars and Modern Ro- 


abi *, will guarantee 1,300,000 cir- 
a nat a page rate of $2,600. 
Bic Oct. 1, 1934, advertisers may 
—_ for 1935 at the current 
yA $2,100, which is based on 


‘0 guaranteed circulation. 


Reducing Copy 
Arouses Ire of 
Administration 


Washington, D. C., June 26.—The 
“reducing racket” has a group of 
new and dangerous drugs which are 
being widely advertised, according to 
W. G. Campbell, chief of the Food 
and Drug Administration, who has 
issued a warning to publishers and 
advertising agencies’ relative’ to 
claims of manufacturers. Dinitro- 
phenol and related compounds have 
incurred official displeasures despite 
the admission that there is no way 
of barring these drugs under the 
present law. 


EW cities can compare with Louisville 

in improvement of business conditions 

and alert merchants are turning to this key 
city and its responsive market Kentuckiana 
for assured returns on their advertising in- 
There is only one medium that 


vestment. 


“Reducing agents containing these 
drugs,” says Mr. Campbell, “have 
sprung up like mushrooms all over 
the country. The Federal Food and 
Drugs Act has no jurisdiction over 
products of this type, dangerous 
though they are. All that the Food 
and Drug Administration can do is 
to warn the public that such com- 
pounds are dangerous.” 

Clinical evidence shows, Mr. Camp- 
bell said, that these drugs act by in- 
creasing the metabolic rate. This 
amounts to a speeding up of the 
body processes, resulting in destruc- 
tion of the tissues, including fat, to 
provide for fuel for the accelerated 
metabolism. Common symptoms are 
declared to be increased temperature, 
pulse or respiration, or copious 
sweating. 

It was admitted that these drugs, 


| 


' tioned 


in common with many others, may 
serve a useful purpose when the 
dosage is properly adapted to the 
needs of the individual patient, pro- 
vided there are no contra-indications 
to their use. 


Coe Endorses 
Client’s Beer 


Detroit, Mich., July 26.—Charles 
Francis Coe, vice-president of Max- 
on, Inc., established a precedent in 
copy technique here recently when 
he signed a testimonial appearing in 
the newspaper copy of one of his 
agency’s clients. 

The testimonial, which was cap- 
“In Appreciation of Goebel 


| Beer,” states in part, “To me, a beer 
is somewhat like an egg. It is either 
good or bad. But beyond that, an 
egg can be only so good, while beer 
can attain a splendor of quality 
which gives it an actual personality. 
‘Goebel attains that splendor. 

“I know nothing about making 
beer; only something about drink- 
ing it. I like real flavor that does not 
} ‘ 
| insist upon asserting itself after you 
jhave enjoyed it.” 
| The advertisement identified Mr. 
|\Coe as the author of “Swag” and 
\“Ransom.” No mention was made 
‘of his agency affiliations. 


Chain Names J. W. T. 


Safeway Stores, Ince., 
|pointed the J. Walter Thompson 
| Company as merchandising, research, 
| radio, and public relations counsel. 


ri 


| THE MAJOR MARKET NEWSPAPERS’ SUR- 


VEY OF THE GREATER LOUISVILLE MAR- 


“7155 


FOR SHAVING 


_ ELECTRICAL REFRIGER 


CREAM 


Other potentials and breakdowns _ 


_ of these figures will be 


on request. — 


s 


furnished a 


The 


can give you effective coverage in this ter- 
ritory ... one medium that can be bought 
for a single low cost... 


influence of The 
Journat and The Louisville Temes 
is felt throughout a vast territory, 
Kentuckiana, which includes prac- 
tically all of Kentucky and a large 
portion of Southern Indiana. 


Courier- 


Che Conrier-Zournal. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc.—Audit Bureau of Circulation 


REPRESENTED NATIONALLY BY 


THE BRANHAM COMPANY 
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ADVERTISING AGE 


July 28, 1934 
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Earnings of 
Advertisers 


Net earnings of E. I. du Pont de 
Nemours & Co. for the six months 
ended June 30, 1934, were $23,553,598, 
equivalent to $1.86 a share on the 
11,062,023 shares of common stock 
outstanding. 

This compares with $11,277,550, or 
$1.03 a share on the common stock 
outstanding for the first six months 
of 1933. 

For the second quarter of this 
year net income was $11,925,444, or 
96 cents a share, compared with 
$8,974,743, or 68 cents a share, in the 
corresponding quarter last year. 


vey 

Union Carbide and Carbon Corpor- 
ation reports a net income of $4,779,- 
505 for the quarter ended June 30, 
1934, equal to 53.1 cents a share on 
the stock outstanding. This com- 
pares with earnings of 29.36 cents a 
share in the second quarter of last 
year, and 48.2 cents a share in the 
first 1934 quarter. 


vgy¥seey? 


Net income of $258,351, or 72 cents 
a common share, is reported by 
Cluett, Peabody & Co. for the six 
months ended June 30, 1934. This 
compares with net profit of $82,619 
for the same period of 1933. 


, | 


Sales of Lincoln National Life In- 
surance Company for the first half 
of 1934 were 52.8 per cent above 
those of the similar period in 1933, 
A. L. Dern, vice-president, has an- 
nounced. 

a a, 

Earnings of General Foods Cor- 
poration dropped off somewhat from 
the comparable period of 1933 during 
the first six months of this year, fig- 
ures made public this week reveal. 
Fer the first half of 1934 earnings 
were $5,882,712, equivalent to $1.12 
a common share, compared with 
$6,342,562, or $1.20 a common share, 
in 1933. 

Net profits for the second 1934 
quarter were $2,203,062, or 42 cents 
a share, compared with $3,104,394, 
or 59 cents a share, in 1933. 


- ©. 


Net profit of Hudson Motor Car 
Company for the quarter ended June 
30, 1934, were $184,685, equivalent to 
12 cents a share, and the largest 
quarterly profit reported by the com- 
pany since the second quarter of 
1931. During the second quarter of 
1933 net profit was $164,540, equal to 
ten cents a share. 

Despite the favorable second quar- 
ter report, the company showed a 
loss for the first six months of 1934 
of $617,160, attributed principally to 
labor difficulties early in the year. 
Net loss for the first half of 1933 
was $1,326,465. 

_ = 

Packard Motor Car Company and 
subsidiaries report a loss of $1,711,- 
123 for the quarter ended June 30, 
1934, compared with a profit of 
$21,953 during the corresponding 
period last year. For the first six 
months of 1934, the company reports 
a loss of $2,968,144, compared with 
a loss of $1,109,897 in the first half 
of 1933. 

Much of the second quarter loss 
is said to represent investment in 
the program to market a lower 
priced car. 

- 


United Biscuit Company of Amer- 
ica and subsidiaries report a profit 
of $230,960 for the June, 1934, quar- 
ter, equal to 46 cents a common 
share, compared with $260,317 or 52 
cents in the previous quarter, and 
$208,122 or 41 cents in the June, 1933, 
quarter. 

Profit for the first half of 1934 was 
$491,277 or 98 cents a common share, 
compared with $417,247 or 82 cents 
a share in 1933. 


. VF F 


Sales of Brunswick-Balke-Collen- 
der Company for the first six months 
of 1934 totalled $2,396,856, almost 100 
per cent higher than the $1,283,905 
sales during the same period of last 
year. 1934 second quarter sales 


were $1,225,954, 
$709,496 in 1933. 

Net loss for the first six months 
of 1934 was $21,131, compared with 
loss of $402,122 in 1933. June quar- 
ter loss was $35,683, compared with 
$215,574 in 1933. 

vwey 

A profit of $2,281,946 was reported 
by Curtis Publishing Company for 
the second quarter of 1934. This com- 
pares with $1,449,425 in the previous 
quarter, and $543,286 for the corre- 
sponding period of 1933. 

- wwe 

Congoleum-Nairn, Inc., reports net 
income for the six months ended 
June 30 of $1,346,174, or $1.11 a com- 
mon share, an increase of $333,950 
over the $1,012,224 earned in the 
first six mopths of 1933. 


_— of 
Net profit of $4,009,387 is reported 
by National Dairy Products Corpora- 
tion for the first six months of 1934, 
equivalent to 58 cents a common 
share after preferred dividends. 
This compares with earnings of 76 


compared with 


cents a share for the same period 
of 1933. 


Sales during the period were 
$129,568,398, compared with $110,- 
464,734 in 1933, but the increase in 
dollar sales was more than offset, 
according to the company’s report, 
by increased costs. 


Net profit for the second 1934 quar- 
ter was $2,003,587, or $1 a share, 
compared with net of $1,875,957, or 
93 cents a share, in the preceding 
quarter. Net in tne second quarter 
of 1933 was $2,092,767, or $1.04 a 
share. 

. FF 7 

William Wrigley, Jr., Company re- 
ports net profit of $3,879,543 for the 
first six months of 1934, equal to 
$1.93 a share. This compares with 
net of $3,893,828, or $1.94 a share, in 
the first six months of 1933. 


— a 


Net profit of $2,510,158 for the first 
six months of 1934 is reported by 
Phillips Petroleum Company, equiva- 
lent to 60 cents a common share. 


This compares with net loss of 
$5,324,588 for the similar period of 
1933. The first 1934 quarter yielded 
net profits of $726,125, or 17 cents a 
common share. 

Gross income for the first six 
months was $38,265,473, compared 
with $23,511,336 during the first six 
months of 1933. 

> 2 

Montgomery Ward & Co. showed 
net profit of $532,592 for June, com- 
pared with net loss of $301,626 in 
the same month last year. For the 
five months ended June 30 the com- 
pany had net income of $3,842,538, 
or 73 cents a common share, com- 
pared with net loss of $3,046,072 in 
the same period in 1933. 

7, FF @ 

Net income of Canada Dry Ginger 
Ale, Inc., for the nine months ended 
June 30, 1934, is reported as $398,- 
738, compared with $273,284 for the 
same period of the preceding year. 
For the three months ended June 30, 
the company reports net income of 
$139,242, compared with $184,970 in 
the same quarter of 1933. 


Sales Executives Prefer 
Music to Food, Is Report 


Music is five times as important a; 
food to members of the Sales Execy. 
tives Club of New York, accordin 
to the first scientific survey of dip. 
ing habits of a men’s luncheon clyp 
made by Charles C. Stech. 

Of the 315 business executives who 
are members, those who like claggj. 
cal music attend the weekly lyp. 
cheon meetings 96 per cent more 
than those who do not, the study 
reveals. 

Hat check tipping is almost unap. 
imously disliked. Members consider 
buying their hats back a petty ap. 
noyance. Attendance prizes, the fig. 
ures show, had the least influence 
of any in getting members to attenq 
meetings. 


Main Joins NBC 


Willett S. Main, formerly on the 
staffs of WISJ and WIBA, Madison. 
Wis., and WCLO, Janesville, Wis, 
has joined the Chicago office of Na. 
tional Broadcasting Company as 
junior production director in charge 
of sound effects. 


Ring Lardners “You know me Al” 


made fiction history 


Wren Ring Lardner created his 
rookie pitcher, Jack Keefe, for The 
Saturday Evening Post, readers delighted 


in a brand-new school of American 


fiction. 


When Perfect Circle Piston Rings 
were first advertised in the Post, car 


owners discovered a brand-new source 


of motoring satisfaction. 


Men still remember “You know me 
Al” and other colorful short stories by 
Lardner that appeared in The Saturday 


Evening Post. 


And men drive today, millions of 
them, with the piston rings Perfect 
Circle advertising taught them to use. 

Just another example of the power of 
the Post—that unique ability it possesses 
to win enduring friends for the people 
in its fiction, permanent customers for 
the products of its advertisers. 

“When you want attention,” a famous 
author said the other day, “you’ve got to 
appear in The Saturday Evening Post.” 

And when you want results, leading 
advertisers assert, you may be downright 
sure the Post is the place for your ad- 


vertising. 
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rap Tailor an hour from a standing start. peting car in the economy run and “BANK NOTE" CARTON 
Berlin ° CHALLENGE COPY 3. To go farther on five gallons of| Hudson defeated its competing car 
May N ot Advertise gasoline. on acceleration and the hill climb. 

Eduard Miegel, a Berlin tailor, The first announcement appeared| In other localities where no ac- 
nas been forbidden to advertise on July 15 in 120 newspapers covering|ceptances were filed, the company 
the ground that a recent advertise- every Hudson distributing point in|climaxed “Challenge Week” with 
ment of his misrepresented the 4 the country. At this time the details|copy announcing the fact that there 
= ._%... — ines tah and rules governing the contest were | were no takers and inviting the pub- 

ed e 
oy Detroit, Mich., July 26—With “A | Published. lic to visit their local dealer and wit 


: Acceptances to the challenge were|ness Hudson’s and Terraplane’s per- 
— g fla- 9 9 
Miegel’s pony A yoo rg “ of were Syen Challenge announced to be submitted before midnight July |formance and economy themselves. 
tion was coming and a 8 through a broad, national newspaper , t h ia 
ould be expected. The ad-| , . ; 17 and notification of each accep- 
nore bureau, created last year campaign, Hudson Motor Car Com! sass according to the rules, was to | P Sal Book 
rertising ’ 2 ’ ’ ’ 
heed -s thdrawn his advertising priv: | Pany, under the guidance of its new be published by the acceptant in the ssues fF aper es Boo 
= jagency, Brooke, Smith & French,|. ,— The American Writing Paper 
ilege advertising columns of the local 
cree |Ine., Detroit, last week embarked on newspaper by July 18. Hudson also Company, Inc., Holyoke, Mass., has 
‘. the first leg of a vigorous campaign | _ Di d th i ht te bli h the issued a new demonstration and sales 
Prospects Given to sell Hudson and Terraplane by |"°S°rved the right to publish the! book entitled “When and How to 
rosp “ |results of all tests, with the names/ ge g 25 per cent Rag Content 
Samples of T ype | selling performance and economy. 


‘ of competing cars, in the local news-| Bond.” Separate sections include 

american Type Founders Sales| To promote the drive Hudson des-| papers and in Hudson and Terra-| letterhead designs, special letter- 
corporation, Jersey City, N. J., made | ignated the week of July 16 to 21 in-| plane window displays. heads, forms, direct mail pieces, and 
yse of a novel mailing piece to in-|clusive, as “Challenge Week” during| Qyt of three acceptances filed, two | Samples. 
troduct Pig ® iu face to its cus-| which — — ve gpd pga ar were withdrawn before the closing Ppicgmim means 
mers ie ee competitors to pit their cars against| hour, leaving the Ford Dealers of : 

The mailing piece consisted of a/|the Terraplane and Hudson on three | Buffalo to al the challenge alone. Watkins Named by Sears 
cardboard box carrying a stick of | tests: According to schedule, the com- Fred Watkins, who was for four 
pe spelli t the words, “Ultra : " , ; : : years in the Pittsburgh store of 
type ry —— °C ndensed,” and set 1. To climb the toughest hill in| petition was run off and Hudson and| gears, Roebuck & Co., has been ap- 
ee was No literature accom-|the vicinity faster in high gear. Terraplane carried off the honors.| pointed advertising director of the 
ashied the type. 2. To accelerate faster to 50 miles|The Terraplane defeated the com-| Cincinnati store. 


— 
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Perfect Circle Piston Rings 
made business history 


FROM THE MAKERS OF 
PERFECT CIRCLE: 


“In 1924, we chose The Saturday Eve- 
ning Post to sell Perfect Circle Piston 
Rings to car owners. The Post has done 
that job and done it well, with the re- 
sult that today it is generally known 
that Perfect Circles outsell all other 
piston rings. 


“Like other manufacturers, we have 
experimented with various forms of 
advertising, only to learn again and 
again that the Post is the most power- 
ful single force we can employ to con- 
vey to the world the story of merit in 
Perfect Circle Piston Rings. 


“Our product was little known in 1924. 
Today—because dealers and motorists 
have learned to depend on Perfect 
Circles, our business has grown to first 
place in its industry—and the Post has 
played a very real part in this growth. 
We concentrated 74.4% of all our mag- 
azine advertising dollars in this one 
publication and the results are clear.” 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND 
LIFE TO THEIR CHARACTERS IS THE SAME POWER THAT GIVES 
NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE we 


CODE 


SATURDAY EVENING POST 


“AN AMERICAN INSTITUTION” 


This carton made of laminated col- 
ored paper which shows a biased 
red, white and blue feather edge 
when torn has been adopted by 
National Distillers for Old Over- 
holt and the company's Penn- 
Maryland blends to prevent boot- 
legging of imitations. 


Plan $125,000 — 
Milk Campaign 


In Philadelphia 


Philadelphia, Pa., July 26.—An ad- 
vertising appropriation of $125,000 
has been authorized by the Philadel- 
phia Milk Exchange, an organization 
composed of most of the Philadel- 
phia milk distributors, to stimulate 
the sale of milk in the Philadelphia 
metropolitan area. 

Donovan-Armstrong Advertising 
Agency has been appointed to pre- 
pare the campaign. 

A recent survey of milk consump- 
ion in this area showed that each 
verson consumed 0.6 of a pint daily 
—a decrease, since 1929, of nearly 
12 per cent. This decrease represents 
11,000 quarts of milk daily, or the 
output of 220 average farms. 

C. R. Lindback, president, Ab- 
botts Dairies, Inc., is president of the 
Philadelphia Milk Exchange. The 
advertising committee consists of 
Frank Sharp, sales manager, Sup- 
plee-Wills-Jones Milk Company; Rob- 
ert J. Harbison, Jr., treasurer, Har- 
bisons’ Dairies; Dr. Thomas Kelly, 
Scott-Powell Dairies; F. B. Baldwin, 
president, Baldwin Dairies; Wm. B. 
Griscom, vice-president, Abbotts 
Dairies, Inc., and G. G. Diffenback, 
advertising manager, Abbotts Dairies, 
Inc. 

The campaign will start within 
the next few weeks. Philadelphia 
newspapers will receive about 80 per 
cent of the appropriation. 


Changes Made at 
Gulf Publishing 


Spencer L. Robinson has _ been 
named vice-president and editorial 
director of the Gulf Publishing Com- 
pany, Houston, Tex., oil trade paper 
publisher. 

Warren L. Baker, formerly of 
Tulsa, has been appointed editor of 
the company’s paper, Oil Weekly; 
Grady Triplett, also formerly of 
Tulsa, is now editor of the Marketer; 
and George Raid has been made edi- 
tor of National Gasoline Manufac- 
turer and Refiner. 


Banks with Rotarian’ g 


| Willard A. Banks, formerly with 
the Chicago offices of Midwest Farm 
Paper Unit and the Farm Journal, has 
joined the advertising sales staff of 
the Rotarian, Chicago. 


Garter Label Approved 


The use of an NRA insignia on 
products of garter, suspender and 
belt manufacturers has been author- 
ized by an order whereby Gen. John- 
son approves the regulations submit- 
ted by the code authority. 
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ADVERTISING AGE 


ito. ere ee ON ea, Po Be 


July 28, 1934 


TYPOGRAPHY OF 
1890 EMPLOYED 
IN 1934 FILMS 


New York, July 26.—The movies, 
which pride themselves on leading 
the march of progress, are still using 
typography which was popular when 
grandfather was a boy. Motion Pic- 
ture Herald made this point in its 
current issue, with a plea that the 
gingerbread be omitted and good 
clean type be used for titles. 

“After much looking upon the 
screen,” said the Herald, “it becomes 
necessary to rise and remark that 
any time now it would be appro- 
priate for the makers of motion pic- 
tures to discover that there is an 
art of typography. 

“The bric-a-brac horrors of the 


ing presented on the screen under 
main titles that can be compared 
only with the concrete tombstones 
bedecked with pearl shell inlays 
|rising from graves edged with in- 
| verted bottles found in Ozark ceme- 
teries. 

“Motion picture titles appear dom- 
inated by a taste and super-wisdom 
which finds the experience of a thou- 
sand years of the lettered and 
printed page inadequate to the stu- 
pendous purposes of the _ screen. 
Titles are anything and everything 
|}except words presented in clean let- 
ters on a readable surface. Screen 
titles are made mostly by a Holly- 
wood guild of putty punchers who 
achieve mudpie marvels in both bas 
relief and intaglio—only they have 
|never heard of either process. The 
|results have all the charm of the 
pickle sign on Hill 57.” 

The paper said “Bedoodle”’ is the 
word which describes movie typog- 
raphy at present. 

“This is the art that gave us the 
feather flowers under the bell jar 


Victorian era and the jig-saw atro-|on the parlor mantel and the conch 


cities of the Jersey mansions of the | shell 


90’s are as nothing compared with 
the typographical carbuncles which 


pass for titles on the picture screen. 
pre- 
senting the quintescence of talent in 


“Million dollar productions, 


on the what-not that Aunt 
| Samantha brought home from Ber- 
|muda,” it explained. 

| “To the type-conscious eye the 
| screen's reflections of the sins of 


|the flesh are as nothing compared 


authorship, acting and direction to with its sins against the sacred and 
be gleaned from two worlds, are be- | beautiful tradition of good printing.” 


ne UPVVARD 


GUERLAIN DISPLAY 


This handsome display for Guerlain 
perfume, of white high gloss lac- 
quered wood and chromium, was 
designed by Kay Displays, Inc., 
New York. 


Chemist Picks Hutchins 


R. J. Strasenburgh Company Roch- 


ester, 


ist, 


count 
Company, 


N.. ¥. 
has placed 
with Hutchins 
Inc., 


HOUSE BEAUTIFUL | 


HOME & FILO 


trend of residential BUILDING... 


is reflected in the number of entries received in this year's SMALL HOUSE COMPETITION 
conducted by House BEAUTIFUL. The competition closed July 1. Finished houses ... were the 
sole basis on which the awards were made. Thus, HOusE BEAUTIFUL gives advertisers of 


quality building and home equipment a true index to residential construction for the year. 


Celebrated Architects... 


finally selected five prize winners, commended others with Honorable Mention, chose 


enough more to make a total of fifty houses for House BEAUTIFUL'S traveling exhibition. 


Three First-Prize Houses... 
arranged in a dramatic portfolio of photographs and plans, will be shown in the 


September issue of HOUSE BEAUTIFUL, 


Traveling Houses 


On September 4, the day after Labor Day, the exhibition begins a tour of prominent retail 


stores in leading cities. In the September issue the itinerary will be announced so that you 


may know when and where the houses will be shown in your city. 


Future Plans 


In October and succeeding months, House BeautiFut will show the remaining prize win- 


ners as well as the Honorable Mention houses. In other words, this fall, House BEAUTIFUL 


will be packed with house designs which display the latest work the architects are doing. 


Three Billions... 


of dollars are available through the National Housing Act, for new building. Thousands 


of people are now arranging financing through their local banks for vast purchases of 
quality building materials and home equipment. More than 100,000 of them identify 


House BeAuTiFUL as their first consultant. Place your selling messages in HOUSE BEAUTIFUL 


. . . the leading publication in the Class Home Market ... AND START YOUR FALL 
SCHEDULE IN THE IMPORTANT SEPTEMBER ISSUE. Forms close August 3rd. 


HOUSE BEAUTIFU 


como HOME & FIELD 


572 MADISON AVENUE, 


NEW YOR K 


pharmaceutical chem- 
its advertising ac- 


Advertising 


Rochester. 


~ 


Declare Code 
For M.A.S.A. 
Is Too Broad 


Washington, D. C., July —-At 
the presentation of a code for the 
members of the duplicating and mail- 
ing industry, as represented by the 
Mail Advertising Service Associa- 
tion, International, before the NRA 
public hearing objection was voiced 
by G. S. MeMillan, Association of 
National Advertisers, to the defini- 
tion relative to the industry. 

While Mr. MeMillan led a long 
procession of objectors, others who 
saw a too broad or too loose classifi- 
cation of the duplicating and mailing 
industry’s scope were W. B. John- 
son of the National American Whole- 
sale Grocers Association, O. M. Kile 
of the Mail Order Association of 
America, Newell Ellison, representa- 
tive of the Addressograph-Multigraph 
Company, and others. 

The hearing conducted by Edward 
K. Warren, deputy administrator 
NRA, brought a wide variety of pro- 
tests, some of which objected to any 
code for the group and others rela- 
tive to definition. The proposed 
code was presented by Elwood Samp- 
son, a member of the code commit- 
tee, of Detroit. 

The industry as defined, includes 
all who produce and sell any work 
produced by the following methods: 

“Group 1.—All multigraphing; 
multilith work; automatic typing; 
junit letter processing and personal- 
|izing; ribbon processing; typewriter 
type processing on Multi-Color 
equipment; all preparatory, integral, 
/and incidental operations thereof; 
and all similar methods on similar 


25. 


equipment. 

“Group 2.—All multiple address- 
ing; putting addresses on address 
carriers; multiple personalizing; | 
multiple mailing and report work; | 
stencil processing; hectograph pro-. 
|cessing; mailing list compilation; | 
|imprinting when done by any meth- | 
'od specified in this article on Multi-| 
'Color or similar equipment; individ- 
|/ual typing when sold by public! 
stenographers and other commercial | 
members; special copy, layout, and | 
art work for multigraphed, stencil | 
processed, and hectograph processed | 
forms; all preparatory, integral, or 
incidental operations thereof; and 
all similar methods on similar equip- 
ment.” 

Objections were that the scope of 
the definition was too great, the de- 
sire being to restrict the industry 
to concerns doing a commercial busi- 
ness only. It was contended that to 
require a department store, a_ fac- 
tory, an advertising agency, a school 
or any unit to bring its duplicating 
and addressing departments under 
a separate code was manifestly un- 
fair. 


Billy Wyse Heads 
Austin Ad Club 


publisher of Gossip, 
|has been elected president of the 
| Austin, Tex., Advertising Club. | 
| George Adkins of the Austin Ameri-| 
| can-Statesman, is vice-president, and | 
| Frank Cook, Cook Printing Company, | 
| secretary-treasurer. 
| New directors are 
| American-Statesman; Al 
| Queen Theater, and Joe 
Austin Baking Company. 
The club is conducting its second 
eight-week laboratory course in ty- 
pography and graphic arts. 


Billy Wyse, 


Keen, 
Reynolds, 
Juergens, 


John 


Issues Brochure on 
State Liquor Laws 


Bowne’s Wines & Spirits, 
York, has reprinted a digest of beer, 
wine and liquor advertising restric- 
tions covering all wet states which 
appeared in its June issue in book- 
let form. 

The booklet, which not only gives 
pertinent excerpts from state laws, 
but also from various brewing and 
distilling codes, ete., is being dis- 
tributed without charge. 


Maxwell Is Promoted 


| Douglas P. Maxwell, associated 
| with the American Legion Monthly. 
New York, the past three years, has 
been appointed eastern advertising 
| manager. 


es 


Member of New — 
Chain Opposes 


WRC Power Gain 


Washington, D. C., July 26.—LeRoy 


Mark, owner-manager of radio sta. 


tion WOL, 


affiliated with the new 


American Broadcasting System, has 
filed a formal protest with the Feq. 


eral 


Communications Commission 


against granting WRC, of Nationa) 


Broadcasting Company, an increage 
from 500 to 1,000 watts daytime 
power. 


The protest charged that WRC je 


guilty of unfair trade practices. The 
NBC station, it alleged, has quoted 


lower 


advertising rates for 1,00) 


watts power than WOL can charge 
for 250 watts. 


The increase in WRC’s power was 


granted by the old radio commissiop 


June 


20, after which the law pro. 


vides for a period in which protests 


may be made. 


In this instance, ae. 
WRC, 


cording to the protest was 
held back until the last minute to 
prevent it from replying. 

In spite of the charges made by 
WOL, Mr. Mark asserted that he 
acted without bitterness, merely ep. 
deavoring to protect interests of his 


advertisers. 
Frank Russell, NBC vice-president in 
Washington, 
plan to lodge the protest. 


New 


He said he telephoned 


apprising him of his 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES | 
STEREOTYPES | 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


NH ias. 


CONVENTION 
EXHIBITS 


HieS P OT 
WINDOW DISPLAYS 


Photostats 


fast! 
ee 
RAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York) eo. All Branches 


Cleveland: Main 9335 
{State 6013-4 


Chicago 


) State 5980-| —— 


A Contractor Paper by the publishers of 
Building Supply News 


INDUSTRIAL PUBLICATIONS, Inc. Chia 
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‘KNEE ACTION’ 
SCHICK RAZOR 
10 MAKE DEBUT 


Consumer Copy to Start in 
September 


New York, July 26.—A “knee ac- 


tion” razor, Which glides over the 
bumps and into the hollows of the 
face without loss of the blade’s 


alignment with the skin surface, will 


be advertised to the consumer the | 


first week of September. It is the 
Schick Injector razor, priced to sell, 
with 20 blades, for $1.50. 


| 


The first advertising will be done | 


in New York newspapers and a num.- | 


ber of national magazines. Subse- 
quently other markets will be reached 
through newspapers. The first mag: 
azine copy, running half pages, will 
probably appear in Collier's and The 
Literary Digest. 

Though invented by the man who 
developed the soapless shaver and 
sold the patent to the Schick Dry 
Shaver, Inc., the new Schick razor is 
owned and produced by a different 
company. The inventor has no in- 
terest in either, it is learned. The 
new razor is made by the Magazine 
Repeating Razor Company and will 
be distributed nationally by Harold 
F. Ritchie & Co., Inc., New York. 
Platt-Forbes, Inc., is in charge of 
its advertising. 

Two outstanding features will be 
stressed in the advertising. The 
first is the “knee action,’ which the 
company terms “wide range shav- 
ing.’ The other is the injector, de- 
livered, factory sealed, containing 20 
blades which are fed instantly into 
the razor head by a push-pull motion. 
When but five blades remain in the 
magazine, a blank is ejected, serv- 
ing as a reminder to be carried until 
another supply is obtained. 


A New Answer 


“Men have long wanted a safety 
razor that would make shaving surer 
and easier,” some of the advertising 
material already prepared says. “We 
faced this problem by creating an en- 
tirely new razor—with a fresh view- 
toward shaving. We soon dis- 
covered that an extremely sharp 
blade is only part of the answer. 

“Shaving is an operation in which 
the hand is not held in one _ posi- 
tion, but is put in motion. The secret 
ot this remarkable razor lies in the 
fact that it is created to shave in 
contormity with this motion of the 
hand. The result: The razor itself 
seems to lend added keenness to its 


point 


blade.’ 
The razor 
the blade 
aligned 
though 


an are 


is constructed so that 
remains automatically 
squarely to the beard 
the handle passes through 


‘0 the motion of the hand. 

An assortment of window displays, 
window strips, counter cards and cir- 
lars has been produced for the 
trade. The first trade advertising 
Was a full page in Drug Topics this 


Week 


Death of R. M. Campbell 


_Robert M. Campbell, well known in 
Kansas City, Mo., as a salesman for 
advertising specialties, with Brown 
« Bigelow, Louis F. Dow and the 
‘law Company, died Saturday, July 
-l. in Kansas City. 


ee 


We can’t do all the photostat 
work in the world SO 


we just make 
the best of it. 


RAPID COPY SERVICE 


Sew {Vanderbilt 3-3680 
York lFor All Branches 


Cleveland: Main 9335 


{State 6013-4 


Ch 
“89° State 5980-1 


es 


as high as 30 degrees, due | 


Axton-Fisher Installs 


Spectacular on Plant 


A spectacular electric sign, with an 
area of 3,000 square feet, and using 
1,000 lineal feet of tubing with 1,500 
exposed lamps, is being erected on 


the Broadway warehouse of the Ax-| 


ton-Fisher Tobacco Company at, 
Louisville, Ky. 
A type usually seen in Times 


Square, it flashes a 32-foot reproduc- 
tion of the race horse, Twenty Grand, 
in action and carries a message on 
Spud cigarettes. 


Agency Changes Name 
The name of the William Ganson 
Rose, Inec., agency, Cleveland, 


to better identify the 


firm as treasurer for 11 years. 


has 
| been changed to Rose & Winsor, Inc., 
principals. 
Harry B. Winsor has been with the 


Entire Colgate 


Line Featured 
In New Series 


New York, July 26.—Cooperating 
closely with grocers, Colgate-Palm- 
olive-Peet Company is stamping its 
trade-mark on medium sized cities 
with special sales of its family of 
products, supported by heavy adver- 
tising which lists individual grocers 
participating in the event. Color is 
used in many cases. 

Salesmen induce the grocers to 
make special displays of the com- 
plete line by the offer of individual 
listings. At Springfield, Ill., 200 re- 
tailers were identified in a border 


occupying three sides of the news- 
paper page, the major part of which 
was devoted to announcement of 
special prices on Palmolive Beads, 
Crystal White family soap, Palm- 
olive soap, Super Suds, Crystal White 
soap chips, and other brands. 


in South Bend, the first page being 
given over to “A Century of Prog- 
ress,” the second to products and 
prices, and the remainder to the gro- 
cer’s listings. The first page was 
explained by the announcement that 
the company has “more than a Cen- 
tury of Progress in soap-making” be- 
hind it. 


In South Bend, a tax on imported 
oils, presaging an increase in soap 


| prices, was assigned as the reason 
'for the sale. 


| tinuing to 
.A four-page circular was employed 


Gotthelf Enlarges Staff, 
Adds Service and Moves 


Walter L. Friedman and Robert 
Gardner have joined Edward B. Gott- 
helf & Associates, New York, as ac- 
count executives. Mr. Gotthelf con- 
handle market research 
and production. 

A new service on trade show ad- 
vertising has been started. Offices 
are now at 7 W. 44th St. 


Mississippi Press Men 
Elect Robin Weaver 


Robin Weaver, Philadelphia, Miss., 
was elected president of the Missis- 
sippi Press Association at its con- 
vention at Biloxi. 

The 1935 meeting will be held in 
New Orleans in conjunction with the 
Louisiana Press Association. 
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INCOMES AND YOUTH 


Of 475,000 Delineator readers, we know the following facts: 


1. ALL of them have charge accounts 
in leading local stores. 


2. ALL of them have telephones. 


Of the balance of Delineator’s 2,200,000 readers, we have 


no data on these points. But 214% is a pretty liberal sam- 


ple. And among the 475,000 there are no exceptions. 


We know, too, that Delineator has a larger percentage of 


readers in their twenties and thirties and forties than any other 


magazine. The Second-Score-and-Ten is the greatest buying 


age-span in a woman's life. 


Delineator offers to the advertiser a market of young women 


with better than average incomes. 
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Foreign Division | 
Wins A-M Contest 


The foreign sales organization of 
Addressograph-Multigraph Corpora- 
tion, Cleveland, won the interna. | 
tional sales contest staged by the. 
company. 

The foreign division made a rec-| 
ord of 107.3 per cent of the contest 
objective, compared with 96.5 per 
cent for the domestic branch. 


Berio Appoints Agency 


Advertising SALESMEN NEED 

romotion Is | 

Up for June NEW ATTITUDE, 
YOUNG ASSERTS 


Chicago, July 25.—Promotional ae- 
iving?)?! 
fgures of the six generat cai wee | 60-Giving’ Called Better 


tivity in the advertising field reached 
a new high for the year in June, as 


Bermingham, Castleman & Pierce, | 235,172 lines, an increase of 7.8 per | 
New York, has been named advertis-| cent over May, the best previous | 
ing counsel to Filippo Berio Com-| )ontn 
pany of Italy, olive oil, whose Amer- Newspapers continued to strength- 


ican agent is the Berolio Import : . : 
Company. Italian and American |e” their claim to first place in pro- 
newspapers and outdoor mediums | motion effort, their total being 76,650 


lines, or 32.6 per cent of the aggre- 
gate volume. This was an increase 
from 29.3 per cent of the total for 
May. Magazines increased their 
total slightly, to 62,776 lines, but 
this was 26.7 per cent of the vol- 
ume, as compared with 28 per cent 
in May. 
J Te he Pebliched ta Response to e Bemend F Other leading classifications ac- 
counted for the following volume: 
0 


NOUSTRIAL PUBLICATIONS, Inc. ChicagoMlll | husiness publications, 19,124 lines; 


will be used. 


PRACTICAL 
BUILDER 


‘radio, 12,082; advertising agencies, 

| 11,074; advertising production, 10,- 

290; outdoor advertising, 7,406; 

paper, 6,300; farm papers, 2,870; 
S S signs and displays, 1,456. 

s Ld The publications whose figures 


were used in the compilation were 
is follows: 

Lineage 
PWD ic cccad 103,278 


Advertising Age 


PP 


Advertising & Selling (b. w.). 35,294 

Printers’ Ink Monthly....... 15,470 
In the battle of Sales Sense ||| Printers’ Ink (w.)........... 41,692 

‘ 8 ° 1" || Sales Management (b. w).... 18,886 
against “Pretty Pictures” in |) in. im) 20,552 


Store Display, sales sense in- | 


variably WINS! /novestigate! To Ditties Brillo Series 


Tito Guizar, Mexican troubadour, 


Than ‘‘Go-Getting’’ 


New York, July 26.—A reversal of 
attitude toward the salesman’s work, 
substituting “go-giving’’ for “go-get- 
ting” was recommended to the Sales 
Executives Club of New York at Ho- 
tel Roosevelt today as the best 
method of increasing the efficiency 
of the selling staff. The speaker was 
Vash Young, ace insurance salesman 
and writer. 

The period of go-getting was rude- 
ly interrupted in 1929, Mr. Young 
said, and the time is propitious now 
for encouraging the go-giving habit. 
He cited his own experience in re- 
cent years, and the greater success 
experienced when he assumed the 
giving rather than the getting at- 
titude toward selling. 

In distribution, he said, the “big 
three” is the product, the buyer and 
the salesman. If product fails to| 


the physical distance between sales: | 
man and trade but the mental dis-| 
tance. The salesman’s mental state | 
must be right, Mr. Young said, pro- | 
ceeding to suggest what sales execu- 
tives might do to obtain right think- 
ing on the part of their men. 


Makes Comparison 


and the Brillo Harps will again be 


Creative };}at 12:30 p.m., EST, starting Oct. 7. | 
Litho The program is sponsored by Brillo 
Mfg. Company. 


Byron Chase Ross Dies 


Byron Chase Ross, manager of the 
Springfield, Mass., branch of the 
Diamond Match Company, died July 
21 at his summer home in Niantic, 
Conn. Mr. Ross was 61 years old. 


Advertisers ) 


EINSON-FREEMAN CO., INC. | 
Long Island City New York 


\\y 


XY 


He compared the qualities of mind 


heard over WABC-Columbia Sundays induced by the go-getting and Z0- 


giving psychologies. The first in- 
|cluded insincerity, impatience, “high- 
|/hattedness,” warlike tendency, stub- 
borness and several others that tend 
to break rather than make sales. 


Predict Joint 
Promotion for 
Wool Industry 


New York, July 26.—-A sweeping 
campaign to promote the cause of 
wool will be recommended to the 
National Association of Wool Manu- | 
facturers in the immediate future by 
a special committee appointed last | 
February, ADVERTISING AGE was told 
this week. 

The report will indicate that the 
broad program regarded as ideal 
should enlist every branch of the 
industry, including growers, dealers 
and fabric mills. It will suggest the 
further appointment of a joint com- 
mittee representing all of these ram- 
ifications of the industry. 

Such devices as “wool week” will 
be spurned, according to one spokes- 
man. The committee regards a tem- 
porary flurry as of little value and 
strongly favors a consistent and pro- 
longed advertising campaign to ac- 
quaint the public with the lasting 
virtues of wool. 

Recommendations of the commit- 
tee will probably be received with 
deep interest by the trade. Neces- 
sity for drastic action has been im- 
pressed upon all concerned by recent 
liquidation of wool prices, inactivity 
of higher price fancy woolen mills 
and curtailed production of staple 


reach the buyer, the reason is not manufacturers, supplemented by the | direct mail, trade paper and news- 


prospect for further price declines. 


Laven Is Honored 


George Laven, advertising and 
sales director of Wolff & Marx Co., 
San Antonio, Tex., was guest of the 
San Antonio Advertising Club at a 
luncheon this week. Mr. Laven has 
been appointed general manager of 
W. C. Munn & Co., department store 
of Houston. 


McMurtrie With ABS 


Burt McMurtrie, formerly commer- 
cial program’ director, Columbia 
Broadcasting System, has been ap- 


Classified 
Advertising 


The rate for this department is 49 
cents a line (not agate line); minj. 
mum, $2. 


— 
—= 


HELP WANTED 


——e mb » 


WANTED BY NATIONAL maga. of | 
zine a solicitor with some magazine pas! 
experience in the central west. Write cha: 
giving age and full details of past that 
experience and salary expected. A Soa 
real opportunity for the right man, soul 
Box 475, ADVERTISING AGE, Chicago, has 
| WANTED AT ONCE a 

Young Copy and Production Man— son 
Wanted by publisher of industria} Prov 
magazine. Some advertising or writ. wov 
ing experience needed. Knowledge read 
of location, make-up and engraving read 
helpful. 90 miles from Chicago. Box adve 
484, ADVERTISING AGE, Chicago. seri: 

NEWSPAPER PROMOTION an, sa 
who is now either successfully em. atel} 


ployed as manager or perhaps is sec. the 
ond in department, fully experienced 
and capable of bigger opportunity, come 
Must have selling background, be Th 


able to analyze selling opportunities expl: 
of a market, be an experienced writer each 
of terse selling copy, able to create als. 
took 

paper promotion and supervise its ing 
production. Send details of experi- week 
ence and samples which will be re- repre 
turned. Box 485, ADVERTISING Ace, char; 
Chicago. be C 
—— — direc 

; Sees man. 
Discuss Style Advertising skill 
Advertising and promotional phases story 
of the fall fashion trend will be con. writt 
sidered at the Marjorie Howard Lyric 
Paris Fashion Forum under auspices Dietz 
of the Fashion Group Sept. 5-6 at the out | 
Engineers Club, New York. In 


Dive Fatal to Whidden |. <u 


| On the other hand, the idea of go-| pointed director of program opera-| William B. Whidden, yarn sales Dose 
giving, offering the product or serv-|tions of American Broadcasting Sys-| manager of the Celanese Corporation radic 
‘ice as something that will do the|tem, effective Aug. 5, George B.|of America, New York, died Monda will 
‘buyer good regardless of the return| Storer, president, announced this | following injuries received while div- plans 
|to the salesman, produces an ideal week. \ing the day before. He was 37. the ¢ 
‘setting for the sale. In fact, he i a 
| added, this plan is marked by selfish- 4 a 
iness, too, because a_ satisfactory - ‘ 
yield is inevitable. 10-giving, Mr. Each Copy ©] on 
| Young said, brings to the sales in- 


|terview kindness, freedom from envy 
‘and unseemly behavior, cheerfulness 
‘and optimism, among other things. 

| Mr. Young also suggested that 
Sales executives attempt to banish 
|; worry from among their staffs, de- 
\Cclaring that inner competition is 
| Worse than any met in trade fields. 
Salesmen should be instructed, if 
inclined to worry during working 
hours, to set aside a worry period, 
preferably at night when bridge 
games and other entertainment is 
not likely to be forsaken in favor of 
this solemn duty, he said. During 
the day, salesmen should not be al- 


=. | lowed to stop for worry, but merely 
‘! to make out a list of items to be 
thrashed out in the worry period 
ieee 5 : 
ew fisherman has heard of the S| =e 
angler who very carefully got his “The New York W oman” 


frog properly on the hook, but neglected to fasten 
the hook to his line. Overboard went the frog 
- wasted bait. 


Unwittingly, advertisers sometimes do something 
similar. They employ expert agency counsel, pre- 
pare excellent art and copy, use carefully selected 
media—but waste the bait by not hooking it up at 
the point of sale. 


You've guessed it—window display material, package inserts, counter 
merchandisers. There's no element of chance about them—they are 
proven producers of more sales. 


The "US" team, working with agency and client, produces materials 
which increase the results of all other forms of advertising. 


“QUR PRODUCTS HELP SELL 
eR ess a 


UNITED STATES PRINTING 
& LITHOGRAPH COMPANY 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


CHICAGO 
205-V W. Wacker Drive 


BALTIMORE 
420 Cross St. 


Sets Up Business Staff 


William E. Wheeler, formerly with 


h 


red 1 
ing C 


La Patrie : 
ls Bought - 
Because the 
Buyer 
PREFERS 


this reliable, interesting family 
newspaper, in the convenient 80- 
inch page size— 


Batten, Barton, Durstine & Osborn, 
and more recently in the newspaper 
field has joined The New York 
Woman, weekly to start in Septem- 
ber, as general manager. 

William Megargee, previously in 
the agency field, has been made na- | 


fa Patri 


Ae. 
V1. CANAD. MIC FRENCH NEWSPAPER “f . 


| tional advertising manager. Alan A 


Wells, formerly advertising manager | 


| of several large retail establishments 
including Macy’s, 
| Kresge’s, is local advertising man 
ager. 


Gimbel’s and | No Tricks or High Pressure Selling ! 


7 No Premiums! — No Return Copies! 


are members of the national staff. | 


James M. Skelton Sr. Dies 


James M. Skelton, Sr., for many 
years publisher of the Brownsville 
Sentinel, died at his home in Browns- | 
ville, Tex., July 21. Mr. Skelton was 

2 vears old. 


Watson Resigns | 
W. W. Watson has resigned as ad- | 


vertising director of the Enterprise | 


and Journal, Beaumont, Texas. Mr. | 
Watson spent 14 years with these 


papers. 


Walter Banford and Harry Cassel | 33,000 people pay their 2c each day for La Patrie 


MONTREAL MARKET DISTRICT—NEARLY TWO MILLION 


—60,000 pay 5c each Saturday—because it is the 
paper they WANT! 


There is no other way to reach these people except 
through La Patrie. 


PEOPLE—72.8%, FRENCH 


Let us figure with you or your agency how La Patrie can best serve you. 
Write Advertising Manager, La Patrie Building, Montreal. Ontario Office. 
407 Canada Permanent Building, Toronto, Harold E. Stephenson, Representa- 
tive. United States Representatives—Lorenzen & Thompson, Inc., 19 W.- 
44th St., New York City; 122 S. Michigan Ave., Chicago. 
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ADVERTISING AGE 


» & G SPONSORS 
INITIAL RADIO 


(Continued from Page 1) 


thing of a furor with a radio revival 
of famous musical comedies of the 
past, the Blackman Company, in 
charge of the new project, asserted 
that inspiration for the new Ivory 


Soap series came from another 
source and that work on its creation 
has been under way for no less than 
five months. 


Furthermore, there is no compari- 
son between the two programs. The 
procter & Gamble operetta will be 
woven around the Gibson Family, al- 
ready well known to _ publication 
readers by virtue of the company’s 
advertising. The program will be a 
serial. While each Saturday night’s 
adventure will be complete in itself, 
so that the new listener may immedi- 
ately feel at home, each will whet 
the appetite of the radio audience 
for the next chapter in the musical 
comedy. 

The high cost of the production is 
explained by the fact that five days 
each week must be spent in rehears- 
als. No stock company ever under- 
took the formidable task of present- 
ing a new musical comedy every 
week, and the assignment therefore 
represents a new era in theater. In 
charge of the actual production will 
be Carlo De Angelo, former stage 
director, now radio expert for Black- 
man. Allied with him is an equally 
skilled staff of technicians. The 
story of the Gibson Family is being 
written by Courtney Riley Cooper. 
Lyrics will be the work of Howard 
Dietz. while the music will be turned 
out by Arthur Schwartz. 

In the matter of expense, it is 
said that the new Ivory Soap show 
will bow only to Lucky Strikes, sup- 
posed to have invested $2,000,000 in 
radio in one year. Procter & Gamble 
will justify the expense in part by 
plans for publication tie-up. After 
the Gibsons have provided the radio 
audience with romance and music, 
they will reappear in the pages of 
magazines and newspapers. 

The new program will originate in 
WEAF studios and will utilize the 
red network of National Broadcast- 
ing Company in a coast-to-coast hook- 
up. 


MUSICAL SERIAL 


Blue Ribbon 
Ale Added to 


Premier Line 


Chicago, July 26.—Following up its | 
conspicuous successes, first with | 
Blue Ribbon malt, then Blue Ribbon! 
beer, Premier-Pabst Sales Company 
has begun introduction of Blue Rib- | 
bon ale, a new product, in eastern| 
markets. Distribution is being rap- 
idly extended to the middle west, 
with a special advertising campaign 
of considerable proportions to be put 
behind the new beverage. 

While ale has had a large and en- 
thusiastic following in the east, resi- 
dents of the west and middle west 
are relatively unfamiliar with the 
beverage. Many, it is said, have 
never tasted it. Blue Ribbon hopes, 
by seductive advertising copy, to in- 
duce this army of drinkers to sample 
its ale, in the belief that a goodly 
percentage will develop into regular 
drinkers. 

An interesting fact is that ale has 
never. been available in draft form 
in the middle west. All ale sold has 
been from bottles. Experts assert 
that ale resembles beer in that the 
product from the keg is far more 
palatable than that from bottles. 
While both Blue Ribbon bottled and 
draft ale will be available, the com- 


pany will probably give emphasis to 
the latter. | 

Ale is a somewhat heavier drink | 
than beer. It is made from a differ- | 
ent type of yeast and by different | 
fermentation methods. 

The ale campaign will be placed 
by Matteson-Fogarty-Jordan Com- 
pany, which also handles Blue Rib 
bon beer and malt. 


Buckbinder With Graphic 


Robert S. Buckbinder has joined 
Reliance Graphic Corporation, New 
York, in charge of plans and creative 
department. He was previously with 
Regal Oil Company, Elizabebth, N. J., 
R. C. A. Photophone and the Sales 
Guild, Inec., both New York, and 


Roche, Williams & Cunnyngham, 
Chicago. 


McGehee Joins Distillery 


Jerome G. McGehee, one time ex- 
ecutive with the Ralph Hitz organ- 
ization, Statler Hotels and United 
Hotels, and recently advertising man- 
ager of Hotel Gazette, has been made 
manager of the hotel department of 


Continental Distilling Corporation, 
New York. 


NEO-ANGLE BATH TO GET NEW COMPETITION 


acacia see a 


"Ree 


Trade paper advertising this fall will launch another new bath design, 
a three-piece unit of the Lavashower Corporation, Philadelphia. 
Compactness and inexpensiveness will be stressed in the copy, pre- 

pared by Husband & Thomas Company, New 


Extend Time on 


Housing Contest 


New York, July 26.—In view of 
the federal government’s home im- 
provement plan and the National 
Housing Act, the remodeling and 
renovating contest of the Good 
Housekeeping Studio has been ex- 
tended to June 30, 1935. 


The studio has been promoting 
this activity for some time. With 
the launching of the federal pro- 
gram, the scope of the contest has 
widened. Two cash prizes have been 
offered, each of $500, in addition to 
medals and plaques. One is for the 
best remodeled exterior, the other 
for the best remodeled interior. 

Good Housekeeping, in announcing 


|its support of the federal program, 


——d 


York. 


gave detailed information on how 
financing for improvements may be 
arranged and federal funds obtained. 
It points out that with full coopera- 
tion, five million of the nine million 
persons still unemployed may be 
given work. 

To generate further interest, the 
magazine offers to buy at regular 
publication rates plans which it be- 
lieves to be worthy. One of the 
six items which must be submitted 
is a list of materials used, giving 
trade names wherever possible. 


Bankers Trust Appoints 


The Bankers Trust Company, New 
York, has appointed Cowan & Deng- 
ler to handle its general advertising. 
Doremus & Co., will continue to place 
financial announcements. Newspapers 
will be used chiefly. 


———— 


IDEAL ELECTRIC 
RANGE GOAL OF 
PACIFIC COAST 


(Continued from Page 1) 
in all 


mediums, including news- 
papers, radio, outdoor, direct mail, 
_|ear cards and display material. Fur- 


ther, the bureau agrees to “certify” 
to the quality and operating effici- 
ency of every campaign range. Each 
range will carry the bureau’s “Cer- 
tificate of Approval,” as well as the 
trademark of the manufacturer. An- 
other feature of the program includes 
close sales cooperation between the 
bureau and retail dealers. 


Prices Are Specified 


The only requirements are that 
ranges meet the bureau's specifica- 
tions for construction, and sell at a 
standard, pre-determined price to the 
retailer who will in turn sell to the 
public at a specified price. In return 
for this cooperation, the bureau 
agrees to give free installation and 
maintenance service for one year, 
carry through a definite advertising 
program for the promotion of feature 
models, give retailers the support of 
bureau-employed salesmen, maintain 
display rooms, and otherwise pro- 
mote and push the sale of electric 
ranges. 


Underwood Occupies 


New Detroit Offices 


Underwood & Underwood, Detroit, 
have occupied a new building at 230 
Alexandria Ave. 

The structure is one of the few in 
the country designed especially for 
production of commercial photo 
graphs. 


. 


Conducts Dealer Campaign 


Atwater Kent Mfg. Company, Phila- 
delphia, has _ retained Reliance 
Graphic Corporation, New York, to 
‘onduct a national dealer direct mail 
campaign introducing the 1935 radio 
and automatic 12-hour tuning divice. 


Publishes Record Edition 


The Green Bay, Wis., Press-Ga 
zette issued a 216-page tercentennial 
edition, said to be the largest paper 
ever published in Wisconsin, the 
largest previous issue carrying 188 
pages. 


% Illustration by Ignatz Sabula for the Chevrolet Motor Company . . . Agency, Campbell-E wald Company, Detroit, Mich. 
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_ Cosmetic Account 


—— 


to Cowan & Dengler 


Fort Orange Chemical Company, 
Albany, N. Y., has appointed Cowan 
& Dengler, New York, to handle ad- 
vertising of F-O and Chic nail polish. 
Marjorie Weiler is account executive. 

Group publications sold by the syn- 
dicate stores selling the lines will 
be used. 


A quick and economical 


lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


MOVIES 
GET YOUR 
SALES STORY 
ACROSS 


ODAY, motion pictures are 

the most powerful sales 
aid. Now you can _ use this 
method to give action, interest 
and appeal to your business 
story. Sales films are portable 
—easy to show in any office. 

In business over 20 years, we 
have built successful movies for 
America’s leading industries. 
Consult us. Learn the facts. 
Write or phone for a demonstra- 
tion of movies with 
sales records. 


THE PATHESCOPE 


successful 


COMPANY OF AMERICA | 
33 West oe 
3 gacre 
42nd Street Sy ego 5-3185 


SOUND, oN, SLIDE FILMS 


——___ 


IN THE | 
NEW 


ATLAS PHOTO COPY CO. 


THREE LOCATIONS STA. 4047 


“Pages” / 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering Ll major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modem way. 


“FOUR PAGES’ 


Reg. U. S. Pat. Off 


forms as ‘'questionnaires.’’ ¢ ¢ Send for samples today, 
on your lewerhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 


500 Sansome Street San Francisco 


Agencies also use AMA | 


etting Personal 


The Vaeringer II failed to finish the Block Island Race because 
the skipper, Carroll Rheinstrom, was lured ashore at the last minute 
with a large order for Macfadden Women’s Group, which he accepted 
in the sympathetically nautical atmosphere of a well-known seaport 
in the opposite direction. . . 

By way of atonement, Carroll will redouble his efforts to see that 
advertising is properly represented in future yachting events. Just 
now he is organizing an advertising fleet to enter the Stamford Yacht 
Club's annual Vineyard Race over Labor Day. The advertising entries 
will doubtlessly include Marion Harper (Blackman) in his schooner, 
Volador, and W. P. Day (L&F), who has a new Mower schooner said 
to be very fast. 

Among other New Yorkers making the most of the yachting sea- 
son are Chet Bowles (B&B), who last fall purchased a large schooner; 
Art Hobler (B&B), who enjoys sailing but iikes better the comfort of 
his luxurious cruiser, Virginia Ruth; Gordon Seagrove (L&F), who 
gained his first sailing experience at the age of nine sitting on the end 
of a spinnaker pole in a gale in Lake Michigan; Phil Hyland, of True 
Story, who this month acquired a 40-foot cruiser; Al Stanford (Black- 
man), whose husky Nova Scotia schooner, Tom Cod, is advertised as 
having logged eleven knots, and Winthrop Moore, business manager of 
Wind and Wave, who is getting soft on the largest and most luxurious 
schooner at the Stamford Yacht Club anchorage. 

Bill Okie, Mathes v.p., was host Sunday to a boatload of the 
agency’s writers. After a jaunt up the sound on Bill’s sturdy schooner, 
Northern Light, the literati landed for an old-fashioned clam-bake. . . 

The production department at L&T is all at sea these days, too. 
Andy Willmont, L. Rogers, Jack Turner, Clark Morrell, Bob Collins 
and Dan Casey planned a tuna fishing expedition off Montauk Point 
for the 28th. They will embark at the Point at 6 a.m., rain or 
shine, and have sworn to bring back a “ton-a tuna”... 

William T. Dewart, president of the New York Sun, was decorated 
with the insignia of Commander of the White Rose of Finland in a 
ceremony held at his office recently. .. Harold W. McGraw, vice-presi- 
dent of the McGraw-Hill Publishing Company, has been elected presi- 
dent of the West Side Association of Commerce in New York. 

It appeared Henri Morin de Linclays, director of the French Line, 
wouldn’t be bored on the crossing when he sailed last week on the 
Champlain. Gerald Lauck, head of Ayer’s New York office was aboard, 
and so was Phil Lennen, of L&M.. . 

Helen Dixon, secretary to Hyland L. Hodgson, Mathes v.p., is 
blissing it with John Collins Bliss, young aeronautical engineer. 

Herbie (“the happy Hoosier’) Hyman’s numerous friends in 
Detroit and the middle west should be pleased to learn that New 
Yorkers look upon him as a Beau Brummell. When associates at Mc-E 
recently took occasion to applaud his taste in bright green braces, 
Herbie nonchalantly hoisted a trouser leg to display garters to 
match, . 

Jack Boyle (Mc-E) cut ‘phone wires on his two-week’s vacation 
and spent the time building ship models for his fall exhibit. . . 

Frank Townsend (Mc-E) returned from his vacation to find that 
his office had accidently been painted a beautiful baby pink in his 
absence. Before the painters corrected the error, staff members 
trooped in one by one to tell Frank how perfectly the color scheme 
matched his red hair. . . 

Mention of Jim Hamar’s extraordinary pups in this department 
brought a rush of customers, and Jim has taken pains to investigate 
each offer to make sure his beloved little Scotties would have a happy 
home and never want for a bone. J. Hutchinson Sinkerson (Mc-E) is 
one of those entrusted with a Hamar pup... 

Keith J. Evans, advertising manager of Jos. T. Ryerson & Sons, 
Inc., Chicago, was the victim of an attack of appendicitis which hit 
him while on his vacation in Minnesota. He was rushed to Minne- 
apolis for an operation July 20, and is now reported to be resting 
easy at the Eitel Hospital... 

“Babe” Meigs, general manager of the Chicago Evening American, 
has increased his admiration for A. D. Lasker immeasurably, since it 
was at Mr. Lasker’s Millroad Farm golf course that he recently made 
a hole in one... Those around Mr. Meigs are necessarily air-minded, 
which explains why his secretary, Lucille V. Kosinske, flew to Cali- 
fornia over American Airways on her vacation... 

Outdoor advertising boasts of three generations active in the 
same business, John G. Rees, aged 70; his son J. Arlington Rees, 48, 
and the grandson, J. Warren Rees, 19. They operate the outdoor plant 
in Scranton, Pa., established by the elder Rees’s father. 

J. H. Fritsche, who is with the Cadillac division of General Motors 
in New York, was married recently. The girl in the case was Natalie 
Wyeth, of Detroit, where Mr. Fritsche was formerly located. . . 

Lou R. Maxon, Maxon, Inc., is now a Kentucky colonel, having 
joined Mae West and other distinguished members of Gov. Ruby Laf- 
foon’s staff. . . J. P. Callaghan, business and advertising manager of 
La Presse, Montreal French daily, probably holds the record for early 
rising among advertising men. He’s on the job every day at six 
o'clock. . . 

Tom Driscoll, a.m. of Armour & Co., and Homer Buckley, of 
Buckley, Dement & Co., were among the numerous advertising execu- 
tives who stopped at the Bristol-Myers table in the Black Forest at 
the World’s Fair Wednesday evening to congratulate Lee Bristol on 
the effective staging of the 1934 Ipana dental charm girl contest. . . 


New Title Given to 


McC. E Coast amis 


Jay Hulbert, formerly in the Port- 


| 


| cheese, 


| 


| master 
| | trays. 


George Hartford 


| Crosse & Blackwell 


QUINTUPLETS 


| 
Ce The 7 
Rea Shefford 


oo a 


QUINTUPLETS 


._—— 


CRE an 


jSHEFFORY 


CHEESE 


|cializing in New England sales, 
made manager of research and pro. 
motion of the Macfadden Women's 
Group, 
previously had been on the sales stag 
and in the research and promotiop 
department of True Story Magazine 


—, 


Mactadden Women’s 


Group Appointment; 
Frank E. Irsch, Jr., formerly gp¢. 
Was 
York, this 


New week. He 


William S. Carlisle will take oye, 


sales in New England in addition to 
New York state accounts. 


W. F. Coleman, Seattle, was ap. 


pointed Pacific coast representative. 


Harold McFadden is in charge of the 
Los Angeles office and Joe Pearsop. 


San Francisco. 


Appoints Jerome Gray 
Advertising of Carlile & Dought, 


wenrvens CHEESE CO.ime Inc., Conshohocken, Pa., maker of 

| storage batteries, has been place 

Taking advantage of the current with Jerome B. Gray & Co., Phila. 
interest in quintuplets, John B. | delphia. 


Flack Advertising Agency pre- 
pared this newspaper copy featur- 
ing the Shefford Chef and five 


members of his family. 


GOOD FAIRIES 
VISIT JOBBERS 
CARRYING FOOD 


(Continued from Page 1) 

of $2.50 is a unique visual display of 
foods especially suited to use on the 
hospitality and breakfast trays. It 
is one of the compartment dishes, 
filled with actual food, and glass- 
sealed so that it will keep 
nitely. 

Dealers who accept the offer 
have their names listed in the open- 
ing full page announcement in Sep- 
tember. To keep the list from _ be- 
coming unwieldy, it will be broken 
down and run sectionally. Other ma- 
terials already prepared include a 
new consumer booklet, display cards, 
and an imitation toast folder, the 
covers of which are natural color 
photographs of _ toast. 
mats for local advertising 
cluded in the deal. 

In the consumer booklet, a case of | 
reciprocity among advertisers is pre- 
sented. Names of the manufacturers 
of foods which are well adapted 1 


will | 


are in- | 


use with Toastmaster trays are men- 
tioned in the recipes. Instructions 
for serving a snack with the hospi- 
tality tray are explicit, going so far 
as to designate which compartment 
each food shall occupy. 


| 
Many Brands Mentioned | 
| 


Among advertised brands men- | 
tioned by name in the recipes are| 
Romanoff caviar, Smithfield deviled 
ham, Heinz peanut butter, Kraft | 
roquefort cream _ spread, Touraine | 
anchovies, Coca-Cola, Pabst-Ett, Un- | 
derwood deviled ham, Kraft Kay | 
Blue Moon cheese spread, 
red raspberry 
| Preserve e and orange marmalade, Lib- 
| by’s s boneless chicken and Budweiser | 
| beer. 

Some of these advertisers plan to 
reciprocate by mentioning the Toast- 
hospitality and _ breakfast 


‘year when a food advertiser gave 
the toaster as awards in a contest. 
That the new line is headed for | 
success is indicated by the fact that | 
|up to last Friday, before it was seen, | 


| 26,000 pieces had been ordered blind. 


Bristol-Myers Buys 
Rubber & Celluloid 


The outstanding capital 


indefi- | | 
on 


Newspaper | = 


This idea made a start last | 


stock of | 


Pittsford Plans Outing 


The annual Pittsford Golf Tourna. 
ment, conducted by the Ben C. Pitts. 
ford Company, Chicago, will be helq 
Saturday, Aug. 4 at Bridgman, Mich. 


AUTOMATIC LETTERS | 


Any Quantity—Low Rates 


TA NKI Mail Advertising 


Service 


end for Free Booklet—‘Brass Knuckles” 
Pittsburgh, Pa. 


17 Fifth Ave. ATiantic 1290 


JESS H STRIBLING AND ASSOCIATES 


295 NORTH MICHIGAN . 


ADVERTIS 


CORPORATIONS ASSISTED 


in expansion programs. 

rangements made to assist. 
prepared, bought and sold. 
paper bought. i 


THE REUTER COMPANY 
831 Temple Bar Bldg., Cincinnati, Ohio 


Financial ar- 
Bond issues 
Commercial 

Write us your plans. 


Much obliged, 


HENRI, HURST & 
McDONALD. Ine. 


You set the pace, 
we'll match you 
| in Photostats 


PHOTOSTATS 
| 


RAPID COPY SERVICE 


land office, has been assigned to staff 
production department of MceCann- 
Erickson, Inc., Los Angeles; Thomas 
Moody, formerly of Fitzgerald Adver- 
tising Agency, New Orleans, is now 
space buyer, and Vivian Jay has been 
appointed secretary to McKee Thomp- 
son, 


Publishes New Book 


“Advertising for Newspaper and 
Magazine Publishers,” by Herbert 
W. Hess of the Wharton School, Uni- 
versity of Pennsylvania, has been is- 
sued by J. B. Lippincott Company, 
Philadelphia. 


been ap- 
of the 


George Hartford has 
pointed circulation director 
Chicago Daily News. 

Mr. Hartford wil handle this work 
in addition to his duties as general 
advertising manager. 


a... & Kuteutiocs Meet 


The executive officers of Rapid 
| Copy Service Company and R. C. S. 
| Photo Studios, managers of the New 
York and Cleveland branches, to- 
gether with the Chicago managers, 
had a combination accounting and 
| business meeting at St. Joseph, 
| Mich., this week. 


| > ’ . 

Rubber & Celluloid Products Com- 
pany was purchased this 
Bristol-Myers Company. 


The com- 


pany and its subsidiaries, Rubberset | 


Company of New York and Rubber- 
set Company Ltd., Canada, makes 
shaving, toilet and other brushes. 
Advertising plans have not been an- 
nounced. 


a a Advanced 


H. E. Markland, who has been 
with Kelvinator Sales Corporation 
for more than eight years, has been 
‘named assistant domestic sales man- 
lager. 


week by | 


Vanderbilt 3-3680 
For All Branches 
Cleveland: Main 9335 
State 6013-4 
State 5980-! 


New York 


Chicago 


—— - = 


PRACTICAL 


BUILDE 


Will cover entirely the 
Building Contractor field 


INDUSTRIAL PUBLICATIONS, Inc.. Ctl 
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WHISKY COPY 
GIVEN FLAVOR 
OF YESTERYEAR 


New York, July 26.—To lovers of 
ne finer, deeper things in the field 
of alcoholic beverages there is a pro- 
found sentiment buried in “old 
ponded” advertising now appearing 
on bealf of several famous brands 
of National Distillers Products Cor- 
p ration. 

Soon the advertising itself will slip 
into the cobwebby past, just as the 
product is fast moving in that direc- 
tion, marking the end of a transi- 
tional period between the opening of 
nonded warehouses following repeal 
and the settling of the domestic 
whisky business in a routine flow 
within its re-established channels. 

The National Distillers copy is 
“last chance” advertising. Known as 
the “old bonded” campaign, it has 
been running for some time, calling 
attention to the rapidly diminish- 
ing supply of 16- and 18-year old 
pre-prohibition domestic whisky. Na- 
tional Distillers, which controls a 
large part of the available supply 
has drawn off a certain amount for 
blending purposes and is closing out 
the rest as “occasion” stock. 

The campaign runs in newspapers 
reaching the higher income groups in 
key cities located in the wet states. 
The message is also being delivered 
through magazines, principally class 
publications. After a brief absence, 
the copy reappeared this week in a 
600-line insertion. Other copy has 
been larger. Erwin, Wasey & Co. 
is the agency. 

Among stirring names mentioned 
in the advertising are such veterans 
of drinking bouts as Old Grand-Dad, 
Sunny Brook and Mount Vernon. 


Whitefield Says 
5c Cigar Is Going 


Increased cost of manufacture due 
to the processing tax and possible 
increased cost of raw material will 
do away with the good standard size 
five cent cigar, according to G. D. 
Whitefield, P. Lorillard Tobacco Com- 
pany, speaking to the American In- 
stitute of Cooperation, meeting in 
Madison, Wis. 

Mr. Whitefield said it is important 
to Wisconsin tobacco growers that a 
fivecent cigar be maintained on the 
market, and suggested that the pro- 
posed reduction of the internal reve- 
nue tax in the next congress might 
save the situation. 


George W. H weton, 


of “Spokesman,” Dead 


George W. Huston, 64, president of 
the Spokesman Publishing Company, 
Cincinnati, died in a hospital in that 
ity July 19 after a brief illness. 

His company published The Spokes- 
linand Harness World, Mr. Huston 
vas firmly convinced that the horse 
Was indispensable to the farmer, and 
* lived to see this opinion justified, 

some extent, at least. 


Blackman Company 
Adds to Personnel 


Loring Pratt, formerly of Erwin, 
‘asey & Co., has joined the market- 


pe staff of the Blackman Company, 


New York. 

Other recent additions to the staff 
“Gude David MeMillan, formerly of 
‘ie Fuller Brush Company, and 
‘rank Newton, formerly associated 

ith Maltex Cereal Company. 


Marschal k ent Pan 
: Now at 535 Fifth Ave. 


~ Was incorrectly stated in the 
‘14 issue of ADVERTISING AGE 
halk and Pratt, Inc., New 
vy, had moved its offices to 
» Lex neton Avenue. 

“© aceney moved from that ad- 
“ay 26 to occupy larger quar- 
Sat o35 Fifth Ave. 


Librizzi with Gimbel 

con J. Librizzi, who resigned 
+, —mbel Bros., Milwaukee store, 
.. _* year ago, to take an execu- 
; Position in a New York store, 
- rep aba to Gimbel’s Aug. 6 as di- 


ig Don WA : » 
ald Gibbs, resigned. 


sales and publicity, succeed- 


Coty, Napoleon of 
Perfume Field, Dead 


Francois Coty, Corsican, who 
flashed across the horizon almost as 
brilliantly as his countryman, Na- 
poleon Bonaparte before him, and 
whose star also faded toward the} 
end, died in Paris July 25 at the 


King George IV 
Starts Tour of 
58 U.S. Cities! 


New York, July 26.—With a clat- 


age of 60. tering of hoofs on the ‘ard ‘ighway, 
Amassing a fortune in the perfume |the clicking of courtly heels and 
business, Coty turned newspaper | much regal pageantry, King George 


publisher, but eventually was forced 
to relinquish his holdings. 


IV arrived in New York this week 
/on a barnstorming tour of 58 key 
te cities in wet states. 

To Launch Dentifrice His arrival is the prelude to an 

Advertising of a new tooth pow- | advertising campaign on King 
der soon to be ee — George IV Scotch whisky to cost 
ford-Miller Company, Inc., Brooklyn, $100,000 and which may be stepped 
will be handled by Husband & up to $200,000 for a six months’ pe- 
Thomas Company, New York. News-| Th th 
papers and radio will be used in pre- riod. e part of the monarch is 


liminary tests. jtaken by an actor, who will be ac- 


companied on his good-will junket 
by a liveried man and a lackey. The 
trip will cover about 10,000 miles of 
highway. Coach and horses will be 
transported between cities by truck 
and the trio will go modern in an 
automobile. 

Newspaper copy will start when 
the king visits each city. He will 
remain in each metropolis from one 
to two weeks, calling on dealers 
and making himself generally con- 
spicuous. The introductory newspa- 
per schedule in each of the cities 
will be “liberal,” it is announced. 

Following this, there will be an 
intensive schedule in newspapers 
and magazines. Radio and outdoor 
advertising throughout the country 
will be employed. 

This week, 


vertising in New York was an in- 


sertion of about 170 lines announcing - 


that “King George IV landed at 
Quebec yesterday on the Cunarder 
S.S. Ausonia. King George IV will 
entrain tonight at Montreal en route 
to America, arriving in New York at 
the Grand Central Station tomorrow 
morning (8:00 a. m.).” 

The campaign is said to be the 
largest ever used on behalf of this 
whisky. Thomas J. Molloy Com- 
pany, Inc., New York, has charge of 
the American distribution. Phillips, 
Lennon & Co. is the agency. 


Joins Elliott Company 

Rutledge Bermingham has joined 
the sales staff of the E. B. Elliott 
Company, Miami, Fla., outdoor ad- 


to date, the only ad-| vertising. 


Cleveland is a big city—one well 
worth the attention of all adver- 
tisers interested in serving more 
than a million and a quarter con- 
sumers. But there are just as many 
consumers in Hospitaltown! 

They eat three meals a day, 
they must be sheltered and cared 
for, and they are given medical, 
surgical and nursing service as well. 
But that’s the only way in which 
they differ materially from the res- 
idents of Cleveland. 

There are nearly 1,000,000 hos- 
pital beds in this big community, 


old publication for facts. 


330 W. 42nd Street 
New York City 


Hospitaltown is as big as 
Cleveland! 


and in addition there are hundreds 
of thousands of nurses, employes 
and administrative staff required 
for their care. All of these are reg- 
ular consumers whose wants are 
looked after by the institutions of 
which they are a part. 

If you, Mr. National Advertiser, 


were suddenly to 


that a city as big as Cleveland had 
been overlooked by your sales and 
advertising departments, you would 
do something about it. We suggest 
that you investigate Hospitaltown 
and do something about it. 


The only publication in the hospital field devoted exclu- 
sively to hospital administration — equipping, supplying 
and running the institutions which make up Hospitaltown 
—is Hospital Management. It is also the only publication 
which is a member both of the A.B.C. and the A. B. P. If 
you would like information about how to cultivate this big 
market, easily and inexpensively, call on this eighteen-year- 


HOSPITAL MANAGEMENT 


Member A.B.C. and A.B.P. 


537 S. Dearborn St. 
Chicago 


become aware 
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Rin Tin Tin, Jr., posed majestically on a full color card, forms the center piece for this attractive window dis. 
play of Ken-L-Ration now being supplied dealers. The jumbo can is prominently displayed. 
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"Selmor" floor display for Stand- 
ard Brands, Inc., designed and 
produced by Hinde & Dauch 
Paper Company. Several of the 
company's ee are featured. 


Accepted poster for 1934 Canadian National Exhibition in Toronto. 
Fred Finlay, of Brigdens Ltd., Toronto, was the artist. Rolph, Clark, 
tone Ltd., also of Toronto, processed the design. 
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as “ch 
B be the 


ES 


& A lot 
mm failed 
the cod 


New packages in the Montgomery Ward & Co., infant line, designed, 
as were other new Ward packages, by Paul Ressinger, Chicago. 
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PHOTOGRAPHS DRAMATIZE "LIVE POWER" THEME 
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The Ipana 1934 dental charm contest came to an end at the World's Fair in Chicago Wednesday night 
when announcement of the winner was made during the Bristol-Myers network broadcast. In this photo- 
graph, taken on the stage of the lagoon theater immediately after the broadcast, are Georgie Berry, Rich- 
mond, Va., one of the three finalists; Mary Elizabeth Bort, Long Beach, Cal., another finalist; Nancy Frazer, ' ; - : | 
chairman of the dental charm committee; Mildred M. Smith, Wilbur, Wash., dental charm queen; Lee One of the series of unusual photographs, produced by Underwor 
Bristol, vice-president, Bristol-Myers Company, who made the award; and Margery Wilson, Frances Ingram, & Underwood, which illustrate the current newspaper campaig" ° 
and McClelland Barclay, the three judges. Details of the contest were handled by Miss Frazer and Earle Standard Oil Company of Indiana, which brings “live power" home 
Meyers of Thompson-Koch Company, one of the Bristol-Myers agencies. to individual car owners. 


The 
he wy 


; 
‘and, 


« of | ws a : J en eee oe ey oF i i nad gah | Po te alii = i i ee ee Pays de Ee a Pe ee ee ma es eee ee ae Pie “ae eer te ee! ee ee ee A fy Be 
Ss gel a ia! - Oe gc WS at slat “path - ayy , a“ rain em ‘ is ye - at hes * at 3 ee it fe a eS ad a er aS a ee are Baa “gh E ce ae Hs. 
dl ent ~ { ~ ‘ ine . * m * si x ee FO artinn 
Pate: July 28, 1934 F 
; , — = ee - a 
ae eee ee | 
ne Se 
a , , jie c ~~ ae é 
ee lash: _ “i - oe Ban age 
4 _ =. by Ls 3 Poe - * 2 Kitts i 
a * 3 ’ ‘ — ee ie] H 
a nF e %% OME, ih ' 
a BN os oe ee, 4 no a: Se es Fe 
al ek ® Pe ; be - a eae roy | 
: ; he E i a 4 o ey - 
: — —— a 
| — se a i 
— a neyggapaes © L RAD — 
ij ” : . E = 3 FOC : . 
} ee bf y z — , RRR m= mre BTN F000 Rey x 
t . * oe / ‘ - ‘ ‘ 
a oY. aos : 4 N 2a” pee 
+ le pee geet a ; 2ag* re 
e - é wuld . a Ls _* a 45 2 | 
ea J ea : ae! a zee E re = sy i“ 
te — KE — SS Oe We elas we Die s » = 5 Sa <7 ae , Vol. 
eb a ee . A oh pe 3 KEN: Ratios es 
| ht eee” — he el fe . kod — . 
| “ ~ wif EAT FOOD pa ‘ <n OE, lira , b ' «ot MEAT FOOD AS , 
ES == =e  — rs ee 
ll cea Le a f F eee) a bee mt : ; h pe S2, 
-e rrr ere. re {2 ‘ 
le Wally 1 rR : ee Ne A e : f 
a | a a e a =e — ; ie | 
f a t-_ BPE fe: as ¥ ma me : be } .— re | « 
; MEER gers Se Be | : BOOT: 2 oem ecmemes re remes | mse ca ele we Soh eu he Ln ss za Ss San oe - 
Was ES RY ce NTENA hae ‘a .. L934 “ie. al Ket, ’ a" x 4 + & BS ‘ 1p eae ~ 4 ; f te ot | 
Soy: Oe Ee i@ é S 4 A Si Ye maeeee hee A Monee meat -oo™ th : Se ¥ gy bee i sas rg fe: a serie 
pie, ar 3 , es XI ty » EN : ™ 0 lll Bae | aol # eae 3 ¥ ed ‘e ao Irs Bad é am os ; we “ ~ + ¥ 6 rues: 
iad ae & y $ ae. ao) mw, ; + Loeb foe. Moe's eee Tam SS gE ik FOr : gues 
eae x > ’ = ae 8, : ng ees * Ri she: | urda 
Sale ? fe ¥ - ‘ rs “ rs : a Se 
Na | fe oe x copepiee fe - a * oe oe ° = > 3 i a we el od ware pas «9 
2 ae ngs 2 2 oe ie ey a % si eu : eS ae ¥ ’ . im, baal | 
~ : ” “"% 4 4 cm | " i # * 
oa mn KF th” a.& @, = ai ee ‘a ‘“ mew » a# ~ “ co fat 
oe | ip mi . as» € ee : oy ey ! 1s 4 : oy Be >) ees tee y* of i . a : ; “ | 
Fe ? Fam ; : f- 7 eit | : Bon tse * = ee es . . 
; bee ie ee 4 ve g be Z G3 &. . | : 2 1 ¥ } As ai heer A Pe wy - OEY a a hate & rs ae — 
ave 17 int ¥ f ite i el Be ‘i, wl at es ote ttt tye Bf a i Sate — rats? — : Cane 
d ; - Pi. 3 “<a e. 4 g $ > oO” Peay ¢ ee eens _-- cinemas - pecemrsern nce sea Hd ccateieeailinatmialnindieeti ‘ sci 
< bh Gia Oe, a . 2 ' hen. AG + | 2 ——————— ee Pe RR 
Sa oy : . ‘ J” ta Ae | ‘ 
a . ia : ithe Epa | 
“sie: 4 P i} Got? Na ae 
apy oo & Bs a a | 
Be oe = * ; + | Ber of 
r ei see ' = z ’ ? a) ; > & cr A 
ere a psi} sac a ee i a fa ten J | 
eglcep spat auigh ae s ; meet eS 
aN = a as e ; i by f V ‘6 ie j ee Oe es | 
Mee es, : ‘ P , s ie . 3 4 
. \ pA : eA tees | 
- erie ‘ > ? ; ‘.¥ os i —=—_—_ 
we it. if: ; r ki j me | } ~ " an : nee * ie ; 
oo ei r r FN vs ~ tte | s -— even ae LS ae i - F 
auc wt ; a» 4 , 3 a. oS eS oe ae | § 
Wink Sosd on - | ies oR eae . } F : iit: a = che. Cae t We PT = , q give one fe Fe na ig. ee a * ae 2 + 
pa i ens | a a en ee ae eM: ES e ee ’ | 
Liar aber . ® | / * ecm as ; Vee = ‘ < es pees - es ees . ee ie i = Po > ae - me - <) } 
nee mt 4 “1 -,. | ng’ A]: RR Ro os —- «= = 2 i: aaa 
= ; -—  ——-, _ {ee ae — “Se i, 
Sa. 7 a ri . 3 H ie ee a a heogoe aa SS & Py sae Oy Saks 3 @ 4 
eas - E | : , cy Mee isi, A See 3 i ae 2 eee Ane © ee s Be ng ¥ 
eeFaniege . : . - TM | Scale OS A Reena ne ces mete fe q x eae St oa a ; 
a a , ’ 2 "aaa | ‘ ———e- . eS «ics eg aa cams Sta i oe 4S | 
a e S coieeencte ba, é pare By pe eee, * (eee : ee ‘ ohh * 7 ng ‘ oe! | 
. f ’ H —i iy ge i aa ¥ ae 5 ® tien as ; é: ; ae oe 
sak Ss” : § Sy a , : 4 ; | * < ie ; = ~ . = 7 = si . * - x 5g be Ps Le BS : <2 
a , 4 ¥ : oe ae noi ai ne Ree | a a a oe cars ee A Ley 
a | 4 | a a”©6—l (iasésCéUSrwrCClCL ee ok 
aes 4 H 4 eee Be ra aa Phage © ad | io i oma, oe? a ¥ r re 
Qian ~ | en 7. oe Ga i a ae er bes Sa 
ae 4 4 ot D oe et So ey ke ee peo as es ee he ied 
a6 4 7 = oe * ; age 3 ee ag a3 a , 
? : : hy ae at, es i Gar t. : : Tt er & : ae ae 
ova > b | ® tt 4 it 9 Pg. 3 ———  —Clti(‘(i‘(‘ st!:”*”*«C 
ka  . | Pa ee er ee CO ee a lt Sag: 
‘ied tas ; * A ARS “? Bee. oe A a a8 x ae 
Be hae tate ee 2 | . sae a a ms fa AE te. eee ae ; ; 
hs ‘ : “ oa bas Fa . : dee n 2 c he eae ii Bi. a 
a es ee ‘ | = iN We Po. Ue eee es ee re cme 
: cat | yh | Gee | o eee - ei Ue ON eg S 
eee —_— “Es lO — lt: RE eee 
ee “hie ce Lolo Se es! ae : eae a 
Pe Pais Ge a. RS ; . eo ae 5 
oe | ye OF EE a a - 4 _ ec ae 5 
- ek a | tk, os <0) Foe Mes ON Se pe" = a ; 
<A eas } eae ey 7 ys po ee oe Beer hk faa eee, hs as ae o3 a 2 i " > - 
4% = gee | Berl } g & Sie er aa 13 i ee ¢ BOS ATE > a ey r be, a = aoe % : 
filed ee i 4 mat Se ae ete oe “eg ‘2 3 ig Soap ae 4 af ao Ba ohm ae ee ee 
fee See Pa.) A a a ra ee i oo ee tet. ee ee ee 
a Bogie = “y et eS, ie, pee Sn: Bee S o- * 2 fee PP ee. hd - 
cee oa 6 | ra par. ee ° : : Pee eee eee : 
ia i. ee > a Ae Oe S es ee : ns iat a ‘ ee oe a re 
ane. SD gg ca penne ee oS + a 
: _— —— ai Saye? ae 
p gs 33 ————— ae os 4 ES ee ~ } ‘ ok ¥ a a . 
r ge a 4 ee g 9 JOT? a r A 
: ‘ i ae ie a oe. , 
' . . ea —_— es 
sek ie SO Ne “ 
Bo ate ere: — = 4 = a 
—_ oa an ™ Gita ae | 
ed fy cae : wa : ee aes : Ss i 
Z Ge ee eee : ‘ : 5 tte. il nis eis cee — 4 
: > CaM si, Ce Ce ay oe spike as aaNet . “ 
7 “Pe _ elas | ne “7 gee ee ag ete ig oy re re een i eae pit > Ath 1 : hosel : - Sat: tae as "ia ncnaliad : My Ay 
"He, 38? 2 gn : 2 oe hs Le oS ig: a a a ae Loe Mina? OSEAN, RE On igs os bo Ka rat we iS a i a 
fie _ 2 ee, i ae : Sao as oa 7 Be ¢- —. meee mai vee i i Poe ow. a EE ee ; 
om Ss: ae 2 = a sn ee ‘Se eee ef AP Ce / 
ne oe ie Bees ¢ ot ae ? a keane d es 4 > ‘ — — ————————————————— 
mi as ene . See x, * re % , 4 
Re oe om a z: ik ' 
eee > ® . : a o” - * 7 
ei ball ; 4 ‘ ; F f 
® Pon he 5 ‘ 7 * P «4 ® i. ee pee e 
iat & Mart a " i _ 7 J ch, t . . . * re i g ut ¥ iit 
Se e & Cb S a : * a fg a ¥ ’ 4 < : - Py 
aed Bt bE : jf } * 4 oe 3 - « > of sey hu a * 
ea ia SS 7 ~ ‘ Le « tl ——— — . 
ee . 7 r . . “4 q ; J x LS id be | Re si raw ile *; & at i ; :  * ‘ b ie to 
=o a d = ss, a oe ‘ ’ ° § AS ea LS re ek : ye a» 3 
ine Bes i , ——- eee en 4 , 4 his ae i y. &s + ox “ a Fe “Bs 
eee “a x "4 a , AS SR ioe! Li > fy — 7 Sea Se ay 4 $ S oe ae 4 2: . 7 ‘ 
eo Ly ey : . hal % % i , Oe gs . - $ Fes ie ¥ Fis |, el . ‘i ‘ 7 *s, . Pe. ome eee Bir 
ome Lye f ee ,. 4 ~ ae se S * + a So é. af a oe ee BY nm, a 
Seo oe ow ~ ee es Ss i Et a. *» : br et eer nlimaae Ss = . 4 
ae . ; i | eos te : 3 Bee te : 5 og ¢ 6. a oe ee 
io a ; 4 — ee — en . Sea 3 ae r 3 Be i a. ae Se ; 
ie eg j ee ors os Bae 2 ete, é ? , Paes Whig Sgt ee eS - 
ei 7 : ‘ Ree ee oe ss SS » os Me ee a ‘ 
ae i _ ae a A hs Se ak Ps ce = | - eae mi ae a SER ie a ae 
: . t “ 2° . 3 ] Pate RS aie *S Rs me yhige " ~ at on ws ne ‘ 
A: ; « ; OS ¢ ; Lo ee Sa ‘2 “A 3 : eee Sk SE | » ‘ rer. . * Qe Rey ee eS 
a ! a ; S & eae O Cie s Pe. a [ae ee de > * 4 ae er tee ek =_ 
; . a ae 7] eam  «: , : § £2 a G+ RNS SF ee : 
- ‘ ¢ 44 Ra : ee : a : a aa ‘ 2 is = ° * oe Ree * ye! i f y: N ~ ¢ Bye Co Pt ¥ y 
H q ae a hee io + ees ie eae } i : . as et »'s 4 
’ : ¥ aa Bs ete e. gh ae ae Yo <a. ra a. “/ D 
4 ' oes oe Rat, e. Se & 4 Me . Ee oo g x . . = cg naling * @ 
ri a ; » : a teat Rea ee a eas Ga Se te Pac RE ‘ “eth ia 7 ‘ °c a> 
ae . ¢ 3 oo? ‘a Pater iano. aes ‘ ed bie 2 Se 3c ee 3 § Se Sera ss . age 
Se «4 ' 2 ; ea ee oe ad " 245) Np ak ~~ F ‘ . oe wad fy ee ae ’ ~ ; 
poate’ ‘tap | 2 ae See et ol i — . a ee 
ae. if Sa ; 3a 5 Lakes: gies oe eo rea ee .. SoS. a , all owe ua, oa $ 
x a 4 i % i § we nd ee @ Pe s = ri ae ~. i BS : ‘ MSS ae ee ee ey te a . ce 3 ‘ 
ee = gi ' Ry y ° * es be > AS 3 eo ee ae Se . ic. Mae ae Beat _ & - ok d 
: re ‘ wat oe +: f. etd . to fy ae to + Pe er * =% eer y of S.. Pe a * , ; 
i 4 ; Hie es Bee eo’! pe Fae TE i ee 
ee wy 4 (he RS er A - king Ss ee =<. 2% Bras hd a en ah Be. Bene 4 aS 5a g Lo 
ae H a. ag an ie ee eS ie >a a ae i. wae | ie ee fal My ne x So Ae 2 ig eh a if : 
ate es : 5 i Bi ou ok «See re ap ae Se eee meee " . ; aa .s : ba in 4 % a s Pe * | 7 f": Le i Beas ee ~ a = wee -- 
is ae 4 . ¢ - % , ee . =e ie: te ae ERE! “Sa = = > ~ ae i et tot steed 2 ’ : : E - 
a>) es ee Be OS gat hon oor _ os ~~ 2 ss fis. Ree a ae xs. 
= ge : : = s sc Se ee se re & ee See sg nae ee ee . Va SS A 
‘ a a * : s age S . ze : . % a Ss se Ros ear ae | ss bie ts % saagin FOR ge oS ale S Othe as oS ae et 
ame | ee 2 cee ee tei ORG og oS ge, Ban ay toe eee ees OR oe “oe ato = oe ge vig ee AEE Sap ; a a a 
a in Se as i Sle LS ee pn a a CN a ee 
Bie — — ee é ee oe goa eS Peg ie : a i a. a ae 
e i — ey ee ay sie bg tae nee . -" . . ” a 
< oe 
oo 
a i ie - 
is -°5 jae 
Bade ro eal 
Bee A 
eo Spee 
OU ace eat ae 
a 1 ee 
: x ey erat 
SBS ue Tle 
Acie Lc) (eu Sk Ripe haesee a eee eee A ES 8 Gages fee ener senda ee oom ce RN Bee ies = 2 St ba aR eg ee gel pe MM ity Sy Ming th Le Re LES CF C.F , age LN ia a Rn. a i ec: 
Ss ee ek eee ee Mien RO Tey, nae eee em RS mee I Ie ee RS Pee gf be 
Beams ee) MES ARS pod es gettis: i Se eee at ele rho Ge ies ig ay SRN A 5. nae 1h ton MCHA Nae Bi SO fe ira dead 4 ree S 4 Dae SINS Ee ae st Duty La, LEP a eae OAR 
comet Cah va ALOR, 7 ea as Dan See mata 101 RS Kok otal eg eS RN oe a ier eile PN Rint RENT WER ee ag Pee ee wg ea 2) 85 0 Ae a RP i ia arr Bae | Pe rar aero AY ale oy eg inane iol pase tare ee RR} ORR E OY Yum Aaa Eee ORME ben ats ATH eo 
ing a A RNa BN yp ak re eens SE ER ye te i a ie Pe 
ute. ha ; SEN TERE aero SN (eee pe ALS OA Rs RRA? ng.” Se RA th ys ee ee ee in Mee Raa ie eae ey to det ae 
4 a f - ~ gre aD | if) Oe oe coh a fe pat ad YOR a A i) cir aT ae Re ie eS oR Aa oT. 


